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. . + The Royal Tour of Canada... 
The Windsor Story... H. V. Morton's 

In Search of London . . . Princess 
Margaret . . . Cecil Beaton. . . These 
great picture stories are just a few 
'y examples of the editorial foresight and 
planning which, in 1951, have increased 
the sales of ILLUSTRATED and made 
it Britain's Foremost Picture Weekly. 


Mr. Churchill in 1925—Chancellor of the Exchequer. 


MEMBER A.B.C. 


YOUR BEST VALUE FOR 1952 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LID., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUB AND A SQUARE GUARANTEE FOR A STRAIGHT LINE & 
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ADVERTISER'S WEEKLY 


Buying Space Is 
Easier Than Selling 


Sir,—-I read the article by the 
buyer of space in a recent issue, 
and think the writer knows very 
little of what he is talking about, 
because he has not had to work 
on the other side. 

As an old hand, I go back lots 
of years working the hard way in 
advertising, i.c. selling space, and, 
it there is anything in re-incarna- 
uon, | should like to re-appear as 
a buyer of space, spending other 
people’s money. 

Buying space is easier than 
selling it, and after a while the 
new buyer of space gets to know 
it—and sticks to it. 

I have always said it, even as 
far back as 1920 in the Adver- 
tising World. The agent should 
be paid by his client for services, 
just as a solicitor draws his fees 
from his clients for advice. 


EARLY FLEE! 
(Name aad address supplied.) 


Eventually ... 


Sin.—You recently printed a 
letter in which 1 suggested that 
advertisement copy had a way of 
travelling in circles, and that old 
ideas were apt to crop up aga.n 
after years of silence and be 
hailed as the very latest discovery. 

I am reminded of this by the 
Ovaltine advertisement in the 
Sunday Express for December 9, 
which is headed “Eventually . . . 
why not Now?” I have been in 
advertising long enough to re- 
member the time when that was 
hailed as the slogan above all 
others and the supreme example 
of advertising skill. Probably the 
younger generation of advertising 
men have never heard of it, but 
1 am sure that some of your 
senior readers will bear me out. 

J. K. CLAYTON, 
J. K. Clayton Advertising Agency. 


E.W. PLAYER LT 


To The Editor. ‘ 


Call For Artists In Advertising 
To Instruct At Art Schools 


Sir,-1 would like to endorse 
much of what B. Spurrier has 
written (November 29) and take 
even further his point regarding 
the relationship of art school and 
agency. 

There are, unfortunately, many 
people in advertising who do not 
fully appreciate that full time at 
an art school is the most important 
period in a young artist’s or 
designer's training. This is the period 
when the natural gift of imagina- 
tion is stimulated. 

Some will argue that too much 
art school is a deterrent to the pro- 
gress of an artist or designer 
destined for the commercial field. 
In my opinion this is entirely fal- 
lacious. After all is said and done, 
creative thinking and work is the 
most important product that an 
agency or studio has to offer. There- 
fore, the ties between agency and 
art school should be strong. 

Mr. Spurrier suggests that agen- 
cies should test students by arrang- 
ing for them to experiment with 
actual work required. I am not 
sure whether this would be prac- 
ticable. 

Art problems in an agency are 
nearly always part of a larger prob- 
lem involving policy, copy, market- 


IN THIS ISSUE— 
How “The Man from the 
Prudential” sells insurance—page 

536. 
NEXT WEEK’S issue will be our 
Annual Christmas Number. 


ing, etc., which in themselves depend 
on creative thinking for solution. 
It seems to me, therefore, that it 
would certainly be unproductive of 
useful evidence of ability untess all 
the information, relating to the 
various factors mentioned above, 
were included when asking an art 
Student to experiment with a com- 
mercial art problem. But I doubt 
whether an art school student could 
understand these factors. 

It is up to advertising to estab- 
lish, on a permanent basis, a scheme 
for the training of its young artists 
after, and not until, a full and com- 
plete art education has been gained 
at the art school. 

This scheme, whether it be an 
intensification of the traince system 
or specified and obligatory attend- 
ance at special technical schools for 
post art schoo? training, is a matter 
for advertising itself. It might mean 
the establishment of a special train- 
ing centre for selected students, 
where the business of advertising and 
the part that creative work plays 
in it is progressively taught. 


Any art director would welcome 
a planned scheme whereby more art 
students, before applying to them 
for a job, could produce evidence 
of skill in application of their art 
to functional purpose. 

Unless something is done the large 
numbers of art students who are 
unsuccessfully seeking employment 
in advertising will increase and there 
will be more and more disappoint- 
ment, so bringing advertising into 
disrepute in the art schools. 

There are three things that should 
happen now. First, unstinted and 
whole-hearted support and =  en- 
couragement, both financial and 
otherwise, should be given by all in 
advertising to the efforts already 
under way with regard to scholar- 
ships in practical training for art 
students as now initiated by the 
Advertising Creative Circle. 

Secondly, an understanding be- 
tween agencies and art schoo!'s that 
the fullest possible art (not com- 
mercial art) education is vitally 
necessary for students before enter- 
ing the commercial field, especially 
a sound knowledge of basic draw- 
ing, design and painting. 

Finally, 1 would like to see ad- 
vertising appoint experienced 
personnel to art schools and tech- 
nical schools as instructors in the 
broad princip‘es of commercial art 
to last-year students. These appoint- 
ments should be made attractive 
financially to the best possible men 
and women with long and reputable 
experience in the commercial field. 

All this would lead to a much 
higher standard of work, a more 
intelligent interpretation of adver- 
tising art problems and, in turn, 
attract good creative minds in the 
art schools to advertising. 

Mr. Spurrier is right when he says 
that the problem of an art school 
is to provide the student with the 
necessary training that is possib‘e 
of development as a career. It is 
up to advertising to provide the 
means for that development. 

Advertising is often adversely 
criticised. It will continue to be 
until mediocrity and banality, which 
are so often present in much that 
advertising does to-day, are things 
of the past. It is the creative mind 
alone that can give to advertising 
that which it has already given to 
other fields of human relationship. 

TOM HEPPELL, 

Art Director, The S. T. Garland 

Advertising Service Ltd. 


The First ‘They 
Laughed’ Ad. 


Sik,—I enjoyed “Three Gems 
from Copytaster’s Private Collec- 
tion” (December 6) immensely, 
the more because it mentions, 


although not by name, a client 
of my agency—‘“a teacher of 
music by correspondence,” who, 
of course, is H. Becker. 

No offence was intended, | am 
sure, and none is taken; but what 
I cannot pass is the statement 
that Becker adapted to his own 
purpose an advertisement heading 
first published for Hugo’s Langu- 
age Institute about 1923 or 1924. 

Here are the facts: 

In 1915, some nine years after 
1 established my agency, | 
secured the account of Mr. 
Becker, and the heading Was given 
to me as taken from one of his 
pupils’ letters and has been used 
ever since as one of his head- 
lines. In an advertisement, which 
will appear later this year, the 
wording slightly differs from your 
writer’s recollection, but 1 have 
heard it in one form or another 
from the stage, over the air many 
times, even as recently as last 
week. 

Actually Mr. Becker's testi- 
monials from pupils now total 
six figures; it is estimated each 
pupil sends, on the average, three 
during his course. 

ERNEST E. SPIERS, 
The Spiers Service Ltd. 
Brighton. 


I.P.R. Subs. Going 
Up ‘If Necessary’ 
Sik,—-Lest Institute of Public 
Relations readers should be 
moved to reach for their cheque 
books on reading your report 
(December 6, page 475) that IPR 
“subscriptions have been raised,” 
may I crave a line to reassure 
them that they need not do so. 
The resolution adopted merely 
empowered the Council to revise 
subscriptions from July 1, 1952, 
should it be considered necessary. 
NORMAN H. ROGERS, 
Honorary Secretary, 
Institute of Public Relations. 


30 FLEET STREET - LONDON &.C.4- CENTRAL 2786 (3 tines) 


The London Office of some of the best media in the country 
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important things to Britain’s of 

most important market — q 
the women who buy for = 4 
themselves and the nation’s families. 


ander, Advertisement Director, George Newnes Led., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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NEW MILL RESTRICTIONS MAY BRING 
PAPER PRICE INCREASES SOON 


CONSUMPTION CUTS 


ANNOU\XCED: 


IMPORT REGULATIONS TIGHTEN 


RITISH paper mills have been informed this week of cuts in 
their allocation of wood pulp which will operate in the last 
eight weeks cf the current licensing period and in the new period 


which begins on March 2. 


Consumption cuts to operate next year will include a reduc- 
tion of about 15) per cent in mechanical printings widely used 


in the periodical publishing field. 


Trade opinion is that the market will be stimulated, and 
another round of paper price increases covering all grades 


cannot be long delayed. 


Final details of restrictions on 
imports of wood pulp are now 
being worked out. Paper makers 
have, however, been informed 
that as from January 6 it will be 
necessary to make some addit-ons 
to the types of paper and board 
for which specific wood pulp 
consumption licences are re- 
quired. The types of paper wiil 
be wood frees, M.G. posters and 
esparto papers. The use of wood 
pulp in these types will, at the 
same time be cut by about 20 
per cent. In rag papers the cut 
will be about 124 per cent. 

The consumpt.on of all types 
of pulp for making board tor 
packaging will become subject to 
specific licence from March 2 and 
will be cut by about 124$ per cent 
from that date. 

In addition, from March 2, 
the consumption of wood pulp 
for certain papers and boards 
for which specific licences are 
already required, will be cur- 
tailed. For mechanical print- 
ings the reduction will amount 
to about 154 per cent, wall- 
paper base 324 per cent, sack 
kraft 7$ per cent, kraft liner 
9 per cent. 

Further announcements will be 
Made in due course about im- 
ports Of wood pulp, paper and 
board during 1982. 

Sterling allocations for the im 
porting of North American 
strong sulphite ard mechanical 
pulps will be confined to pro- 
ducers of newsprint. 

During recent Weeks the de- 
mand for mechanical printings, 


has slackened, owing to price re- 
sistance from consumers. Now 
tightened import regulations may 
start an O posite trerd. 

The defence programme and 
Government requirements are 
still high and may offset reduced 
civilan demand. 

A further pointer to. the 
prosvect of increased prices 1s 
that the paper mills have recently 
granted another increase in wages 
to mill operatives and craftsmen. 


Christmas Carols 


On Saturday, December 22 
2,000 chi:dren w.|l sing tradit-onal 
carols at St. Paul's Cathedral. 
Eagle and Girl, the Hulton Press 
young peoples’ publications, are 
the organisers, and the service 1s 
being taken by the Rev. Marcus 
Morris. ed'tor of both magazines. 
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A.A. CONFERENCE: 
SOUTH FAVOURED 


Ihe Advertising Association 
Conference Committee were 
meeting to-day (lhursday) to 
decide the date and ovlace of the 
1952 National Conference. 

Drummond Armstrong, 
director-general of the Associa- 
tion, told “Advertiser's Weekly” 
before the meeting: “In view of 
the fact that the last national 
conference took place in the 
north, the venue will probably be 
in the south.” 


Musie In The Air 


This mock-up of portion of an 
Aer Lingus plane cabin rose with 
the organ during a musical inter- 
jude in a Dub'in cinema, and the 
organist played tunes associated 
with cities in Great Britain and 
the Continent to which the line 
operates. This “lrish Press” pic- 
ture shows the mock-up as made 
by Aer Lingus staff. 


Miss M. Roser has been. ap- 


pointed 
Swan & 


idverusing manageress at 

Edzar Ltd., Pccad lly 
Circus, in succession to Mrs. J. 
Knapp, who is taking a_ similar 
appo ntment in Aurtralia 


Every month unique MEN ONLY 
contains the pick of current 
reading formen. For selling 
to men with money to spend 
there’s no better ‘buy’ than 
the magazine for men, by 


men, 


about men — 
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Armstrong Will Switch To T.1.P.A. Post 


Merseyside Golfers 
Show The Flag 


Pennants were presented to past ca 
Hillfoot Golfing Society, which inc 
Merseyside newspaper 
Stuart, central publicity manager of Lewis's Lid. (captain 1948-9), Arthur 
Dickins, who presented the pennants, G. E. Fisher, president of the West 
Lancashire and Cheshire Centre of the Institute of British Photographers 


(captain 1951-2) and A. R. Innes, 


After National Conference 


A.A. EXECUTIVE RECORD THEIR 


tains at the annual meeting of the 
udes many préminent names in the 
advertising world. From left to right are Edward 


printing manager, Lewis's Lid. 


(captain 1950). 


‘Playing Card’ Ad: Action Against 
Brewers Is Dismissed 


An action alleging copyright 
infringement in a brewers’ adver- 
tising campaign based on playing- 
cards ended abruptly after a two- 
days hearing in the King’s Bench 
Division on Friday before Mr. 
Justice Lloyd-Jacob. 

It had been brought by 
Leonard Fries, commercial artist 
and designer, of Priory Road, 
Kilburn, seeking damages and to 
restrain Watney, Combe, Reid & 
Co. from alleged infringement of 
his copyright of the drawing of a 
playing-card with a red barrel 
substituted for an ace. 

Defendants denied that Mr. 
Fries had any copyright in the 
matter 

It had been stated that the ad- 


Fashion Parade 


Most of the city’s leading adver- 
tising agents, Press representatives 
and manufacturers from a wide 
area were the guests at a_ cocktail 

rty given by National Trade 
Press Ltd. at the Houldsworth Hall, 
Manchester, last week to launch a 
four-days’ Northern fashion parade 
sponsored by the hosts. 

Rich blue curtaining and an 
ornamental arcade, together with 
well-planned lighting effects, gave 
the hall a brilliant setting for this 
new idea of affording Northern 
buyers the opportunity of seeing 
Northern fashions within easy reach 
of their places of business or 
residence. 

The organisers are hopeful that 
the parade, consisting of two shows 
each day, will substantially help 
the recent poor conditions existing 
in the trade by encouraging bigger 


buying. : 
Jack Winchester, of the National 

| oe a Press, was in charge of Press 
ison. 


vertising campaign by the defen- 
dants appeared in newspapers and 
on hoardings throughout the 
country with the theme of “Ace 
of Pubs,” later expanded into 
“King of Ales” and “Queen of 
Stouts.” 

Mr. John Whitford, counsel for 
Mr. Fries, said he would accept 
an ex gratia payment from 
Watney, Combe, Reid. It was 
now quite plain that the com- 
pany, at the material time, had 
no knowledge of the drawings 
Mr. Fries had submitted. 

Mr. Stephen Chapman, for the 
defendants, said that as the 
action stood it contained rather 
serious allegations against Wat- 
ney, Combe, Reid that they had 
filched someone else's idea. 

“Now that it is made clear any 
suggestion of that kind is with- 
drawn, the matter can be ad- 
justed,” said Mr. Chapman. 

The judge said he was satis- 
fied defendants’ use of the idea 
for advertising was arrived at 
wholly independently. 

The action was accordingly dis- 
missed. 


AIRPORT ADS. 


Frank Mason & Company Ltd, 
railway and public transport adver- 
tising contractors, have been ap- 
pointed sole contractors to the 
Ministry of Civil Aviation for ad- 
vertising at all M.O.C.A. airports 
throughout the British Isles, extend- 
ing from Heathrow, Northolt, and 
Croydon in the London area to the 
Scilly Isles in the south and the 
Shetlands in the north. 


Local authorities on the Clyde 
coast are mecting on Wednesday to 
consider a collective ad. scheme. 


APPRECIATION 


OF HIS SERVICES 


ONFIRMATION of the fact (exclusively forecast by ADVER- 
TISER S WEEKLY last week) that Drummond Armstrong, 
director-general, Advertising Association, is to succeed C. Anstice 
Brown, as director of the Institute of Incorporated Practitioners 


Mr. Brown. 


The Advertising Association 
has issued the following state- 
ment: 

“At its meeting on Thursday, 
December 6, the executive com- 
mittee of the Advertising Associa- 
tion received with great regret 
notice of the resignation of the 
Association’s director - general, 
Drummond L. Armstrong. 

“It is expected that Mr. Arm- 
strong will leave the Association 
shortly after the national con- 
ference to be held in the early 
summer of 1952. He will. by that 
time, have served the Association 
as director (and latterly as 
director-general) for a period of 
three-and-a-half years. 


Congratulations 


“The executive committee 
decided to put on record its sin- 
cere appreciation of the loyal 
and able service which Mr. Arm- 
strong has consistently given to 
the Association, and, in congratu- 
lating him upon his appointment 
as director of the Institute of In- 
corporated Practitioners in Adver- 
tising, the members extended to 
him their best wishes for his great 
happiness and success. 

“The name of Mr. Armstrong's 
successor will be announced in 
due course.” ; 

Anstice Brown, director, Insti- 
tute of Incorporated Practitioners 
in Advertising, told ADVERTISER'S 
WEEKLY: 

“Informal arrangements have 
been made for Mr. Armstrong to 
succeed me as director of the 
Institute. I am delighted to think 
that I shall, in due course, be 
handing over my trust to a man 
with so wide a knowledge of the 
advertising world and to such a 
good friend. : 

“He will, I am sure, receive a 
warm welcome and loyal support 
from my very loyal staff. He 
will merit, and I have no doubt 
receive, the invaluable help which 
I have done, not only from the 
members of the Institute, but 
from its innumerable friends.” 

Mr. Armstrong's _ business 
career began with the Atlas 
Assurance Co., Ltd., which he 
joined in 1922. Six years later 

became advertising manager 
of the Grapenuts Co., Ltd. 
(British branch of the General 
Focds Corporation of America). 
In 1934 he was appointed adver- 
tising manager of Courtaulds 
Ltd., whom he left in 1937 to 


‘in Advertising, has come from both the Association and 


become joint managing director 
of Armstrong-Warden Lid. This 
position he retained until becom- 
ing director of the Advertising 
Association in October 1948, 

Mr. Armstrong was a member 
of the Institute for a short period 
before entering agency business. 
He was also chairman, for two 
years, Of the Advertising Mana- 
gers’ Association. 

Mr. Armstrong said yesterday : 
“I shall leave the Association with 
a feeling of very real regret but, 
I am happy to say, with the knowl- 
edge that I shall carry with me 
their goodwill and good wishes. 

_“Anstice Brown has given mag- 
nificent service to the Institute, 
and it will be no easy task to fol- 
low him. It is my sincere desire 
to serve the profession of which I 
have some practical knowledge 
and for which I have the greatest 
admiration. 

“I am exceedingly grateful for 
the understanding with which the 
Association has received my 
resignation and the confidence 
that has promoted the Institute 
to accept my application. 

“Tl consider myself most for- 
tunate in the knowledge that | 
shall have the benefit of Anstice 
Brown's advice for some months 
after I join the Institute.” 


New A.B.C. Members 


New members of the Audit 
Bureau of Circulations are : 

Publications: Ardrossan & Salt- 
coats Herald; Chatham Observer: 
Coalville Times; Fife Free Press; 
Galloway News; Isle of Man 
Examiner; The Practitioner; 
Redemptorist Record: Richmond 
Herald and Barnes & Mortlake 
Herald; Stenner’s § peedway 
Annual; Ulster Associated Press: 
and West London Observer. : 
aes John Laing & Son 


Advertising agents: Hoff 
Co. (Advertising) Ltd. ee 


Silver Jubilee 


A cocktail party was held at the 
new offices of J. T. Robson & Son 
Lid., 80 Fleet Street, to celebrate 
the twenty-fifth anniversary of the 
foundation of the firm by the late 
J. T. Robson. A large number of 
advertising agencies were repre- 
sented and others present were Alan 
Whitworth, director of the Incor- 
porated Society of British Adver- 
tisers, David Luke, vice-chairman 
of the Advertising Club of Ireland, 
and John Swale, managing director 
of the Widnes Weekly News series, 
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Succeed Emanuel 
As Ad. Director For 


Harris Kamlish 


TRY IT AND 


you'll be as 


WARM 4S [OAST~COOL a5 a CUCUMOER 


When this advertisement ap- 
peared in magazines and news- 
papers throughout the country, 
Vantona found they had been 
“caught bending.” 

They were assured by many 
correspondents that only a con- 
tortionist could get into bed from 
this position. 

Vantona News comments. . 
“On receipt of this information, 
many curious experiments were 
held at Vantona House, Market- 
ing managers, products managers, 
and advertising managers, demon- 
strated to themselves or to each 
other—in incredible distortions— 
that it was, or was not, impos- 
sible for anyone to get into bed 
from the posture illustrated in 
the advertisement. In the end, 
one and all—even our advertis- 
ing agent himself—agreed it was 
‘no go’... . Vantona was wrong! 

“But there are compensations. 
It does show that people study 
our advertising. and it is nice to 
know that they are interested 
enough to take the trouble to 
write and tell us if we get out- 
of-line.” 


Silk Screen 
Apprentice Classes 


At the December meeting of 
the Scottish Silk Screen Printers’ 
and Display Association, held in 
Edinburgh, on Friday last, the 
question of classes for appren- 
tices was discussed and it was 
hoped that, with the new move 
being made in this direction, 
classes could be arranged in 
Edinburgh and Glasgow. 


Both men have been associated 
with Odhams for many years. 
Mr. Emanuel joined them early 
in 1914, when they only printed 
and published other people's 
journals. It was he who sug- 
gested that they should launch a 
journal of their own, to represent 
the film industry. This was 
Pictures and the Picturegoer (now 
The Picturegoer). Many other 
Odhams journals followed. Mr. 
Emanuel became advertisement 
director about twenty years ago 
and a director in 1940. 

Before coming to Odhams he 
had worked with George Newnes, 
whom he joined as advertisement 
manager in 1899. He suggested 
the formation of a Manchester 
office, which he later very suc- 
cessfully controlled from 1906 to 
1914, in addition to representing 


The Outdoor Advertising In- 
dustry Advisory Committee 
has set up an Information 
Liaison Committee to collect 
and disseminate news of its 


activities. 


a number of non-competing 
journals. He also founded the 
Commercial Advertising Agency, 
which he sold to Osborne- 
Peacock. 

Mr. Emanuel has been presi- 
dent of the Regent Advertising 
Club, which he helped to form, 
and of the Thirty Club, and chair- 
man of N.A.B.S., of which he 
remains on the council. For 
some time to come he will be 
engaged in the production of 
Summer Pie, proceeds of which 
go to N.A.B.S. 

Mr. Kamlish’s whole life has 
been spent in the newspaper busi- 
ness, and, directly or indirectly, 
he has been associated with 
Odhams for nearly 40 years. 

He was a joint founder of 
English Newspapers Ltd. (later 
acquired by Odhams) of which he 
was a director and advertisement 
director. It was in 1932 at the 
invitation of Mr. Emanuel that 
he joined Odhams, and he subse- 
quently played an important part 
in launching Mother, Woman, 
the new Everywoman and Illus- 
trated. He was appointed assis- 
= advertisement director in 


Odhams Press Ltd. 


Philip Emanuel 


Winning Window In 
Ekco Competition 


ADVERTISER'S WEEKLY 


Christmas 
Competition 
Next week’s “Advertiser’s 


Weekly” will be the annual 
hristmas Number. 


This year it will contain 
good news for a number of 
readers, for it will include the 


Cc 


of entrants. 
£15 15s, and £10 10s. prizess 
will be announced. 


The window display of Geo. Watson Lid., 811 Green Lanes, London, N.21, 
which was awarded first prize in the dealers’ and students’ section of the 
1951 Ekco National Window Display Competition. 


One M.P. Says 


SALESMEN ARE TRAIL-BLAZERS 
FOR FREE ENTERPRISE SYSTEM 


Tough, cut-throat competition 
was good for industry and the 
nation as a whole, E. Hartley 
Leather, M.P., contended at the 
annual dinner of the Manchester 
branch of the Incorporated Sales 
Managers’ Association when he 
advised industrialists and busi- 
nessmen to solve their own prob- 
lems rather than adopt the 
defeatist attitude of running to 
the Government. 

The whole idea of free enter- 
prise and competition was entirely 
dependent on salesmanship, and 
the period of leisure selling, of 


And Another Calls Them 


merely allocating, was coming to 
an end. Allocation was bad for 
business. Salesmen were the trail 
blazers of the free enterprise 
business system. 

If they had a tough job ahead, 
let them solve their own prob- 
lems and not rush to the politi- 
cians in the hope that they would 
solve them. There had n “a 
most awful tendency,” during the 
past ten years, every time industry 
had a problem, to have a deputa- 
tion to the President of the 
Board of Trade or some other 
Government Minister. 


THE MOUTHPIECE OF INDUSTRY 


There is no better medium than 
Parliament for concentrating 
the limelight of publicity on the 
problems of industry. 


This was stressed by Sir Wavell . 


Wakefield, M.P., president of 
London branch of the Incornor- 
ated Sales Managers’ Association, 
addressing a luncheon meeting of 
the branch. 

The I.S.M.A., he said, must 
take decisions on industrial prob- 


lems as seen through selling eyes 
and bring pressure to bear on 
the Government, 

“I believe,” said Sir Wavell, 
that a great deal of valuable 
educative work can be done to 
give the public a true insight to 
the important part industry plays 
in our national economy.” 

Industry had a very real mes- 
Sage to give, and the mouthpiece 
of industry was the salesman. 
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ADVERTISER'S WEEKLY 


Club News 


Column 


800 To Enjoy 
Party Revels 


Nearly 800 members and guests 
will gather to celebrate the sp rit of 
Christmas at the Connaught Rooms 
next Wednesday when the Fiecet 
Street Column Club holds its “party 
of the year’’——the annual gathering 
and festivities 

Surprise is the essence of Christ- 
mas. So little shall be revealed here 
about the speakers, the cabaret 
turns or the pageantry for which 
this occasion is famous. But 

ndrew ilne, the chairman, 
will present a four figure cheque 
to a noted, and notable, charity. 
A well known B.B.C. figure will 
invoke the “Spirit of Christmas.” 
At least one carol, sung by a 
popular cho'r, will have topical 
and special words. 

Members and guests will also 
have an opportunity to create their 
own surpr.se when the annual col- 
‘ecton is taken for the Barts 
K ddies Party. Last year more than 
£200 was. collected and it is hoped 
that this year will see an even bigger 
sum presented. 

Harold Fish, the — organiser, 
emerged from a ple of balloons, 
crackers, table decorations and 
menu designs to tell ADVERTISER'S 
Weexty that Ted Smith and _ his 
orchestra wil be making their 
twenty-first consecutive appearance 
at the luncheon. 


Regent 


Direct Appeal 


G. O. Nickalls, deputy chairman 
and jont managing drector of 
Alfred Pemberton Ltd., in a talk to 
Regent Club members on appl ed 
psychology, sad that in _ this 
country people are more apt to put 
their goods in the shop window and 
sell goods in a more d-rect way. 
Other countries prefer to play on 
people's emotions, such as fear and 
greed, and sell the goods more in- 
directly. He quoted examples of 
American advert'sing where an in- 
drect appeal to fear occurred. 

Mr. Nickalls adv sed members not 
to think too much in terms of 
psychology when preparing adver- 
tisements. 
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Group at Rowntree Works, York, last week 


row (left to right): D. Walls, W. F. 
W. A. Whirtail: J. R. Hall; J. E. 
right): R. G. Plowright; 

Mrs. W. A. 
Liverpool 


i, 
DP 


when members of the Publicity Club of Leeds were visitors. Back 
Wood; R. J. Plowright; Charles Steel (hon. secretary); T. Tiplady; 
Dean: C. L. Carver; W. R. Walker; Frank Dutson. Front row (left to 


W hittall. 


READER-TO-READER ADS PRAISED 


An appeal to newspaper pro- 
prictors to el minate split runs in 
relation to classified advertising at 
the earliest opportunity was made by 
W. H. Wide, managing director, 
Lee & Nightingale. L verpool, when 
giv ng the second of the winter ser-cs 


of lectures organ’sed by the Liver- 
pool & District Publicity Associa- 
tion. 

Mr. Wide. who entitled h’s ad- 
dress “Clhissified Advertis ng 
Cinderella or Prncess?” said he 
had clients literally tearing their 
hair with annoyance because their 
neat door neighbours had seen an 


advert sement which they had fa led 
n what was apparently the 
edition of the paver con- 
Even to-day, he added, the 
great majority of the ouble did 
not know the difference between A 
and B edit'ons 
“I do recommend newspaper pro- 
prictors to get away from split runs 
1s soon as posible because it is 
doing advertising harm,” he added 
If ever a real crss hit 
country, he believed that classified 
advert sing would be the last to go 


down. It was probably the o!dest 
form of advertising, with a long 
tradition. 

Mr. Wide made three claims in 
favour of classified advert sements. 
Ihey were the advertiiements of 


readers to readers: large and thriv- 
ing class fied columns invariably sub- 
ited the truth of the maxim 
have more”: a good 
* of chissified advert sing was 
obtainab’e by a long record 


The Publicity Club of London visited Elstree Studios to see the film 

in the Air” 

The “Little Journey” party is shown here with Helen Cherry and Henry 
Cass (director). 


‘Castle 


being made by Associated British Picture Corporation Ltd. 


Berks and Bucks 


Your Chance To Be 
A Guinea Pig 


“When members of the Berks & 
Bucks Pubticity Club complained 
that they had never yet been 
approached personally by any 
market investigator, J. Lambert, 
market research chief, F. C. 


Pritchard, Wood & Partners 
toried that. on the law of 


Te- 


ivcerages, 


if one lived to be 400 one stood . 
good chance of getting his name 
on a questionnaire. It was a 


question of “samples.” 


Glasgow 
Goodbye To Gloom 


A caution to members of the Pub- 
licity Club of Glasgow not to 
soreed eloon was gven on Friday 
by Sir John Duncanson, director of 


Lithgow’s Ltd 

He.dd not believe that disaster 
wa just around the — corner. 
Gloomy pronouncements had an 


iflect on 


idverse the youth of to- 
dav, who were struggling to ma\e 
their wav in life. 


The Club Development Commit- 
tee of the Advertising Association 
will meet in Glasgow on January 
19 when they will be entertained to 
lunch by the Publicity Club 

eir hosts at dinner in_ the 
evening will be the Scottish Daily 
Newspaper Society (Glasgow 
Papers). 


Birevities ... 


Second annual dinner and dance 
of Bradford Publicity Association 
was held at the Gaumont Ballroom, 
Bradford over 150 = attending. 
Among them were Kenneth W. 
Parkinson, president of the Associa- 
tion, T. C. Scott (chairman) and 
Mrs. Scott. With reference to 
last week’s report of lan Mac- 
donald’s address to the Advertising 


Club of Oxford, it should be made 
clear that the A. C. Nielsen Co. has 


been established in Australia for 
three years. . . . Recent new mem- 
bers of the Publicity Club of 


London include: Bruce H. Skinner, 
district public relations representa- 
tive. United Kingdom, Pan- 
American Airways: Miss Vera 
Turland, publicity and advertising 
manager, Dereta;: Harold Rex 
Burton, director and general man- 
ager, Parsons, Fletcher & Co., Ltd. ; 
and A. W. Murrell, advertising and 
sales promotion manager, Reming- 
ton Rand, Ltd. 


Mrs. Charles Steel; Henry J. Sutcliffe (chairman); Mrs. H. Pickersgill; Mrs. W. Banks; 
“Yorkshire Evgning Press” 


picture. 


Odhams Golfers 


Dinner 


The annual dinner 
Press Golting Socicty was held at 
the Connaught Rooms. G. Rollason, 
captain of the Society and minaging 
director of Tothill Press Lid., was in 
the chair and was supporied by 
A. C. Duncan, chairman, W. Surrey 
Dane and W. . Parrack, joint 
managing directors of Odhams Press 
Lid. . 

Among the company of 128 were 
D. R. Llovd (capitan elect of the 
Society), Malor Huskisson (marag- 
ing director, Simpsons, Piccadilly), 
J. Ellis Pi'grim (pres dent, Essex 
County Golf Union), J. D. Methuish 
(Mel), R. A. Batchelor (d rector 
Bowater Lloyds), R . Mander 
(illustrated), J. Rosswick (Woman), 
H. Ainsworth (People), A. A 
Farrar (Daly Herald), H. D. Rochez 
(Peopie), A *. Soratling (captain 
W. H. Smith's Golfing Society), anJ 
A. Sharp (secretary, Kemsleys Golf- 
ing Society). 


of Odhams 


‘Evening Standard’ 
Christmas Party 


First Christmas dnner-dance to 
be held by the Evening Standard 
since the war took place at Lyons 
Corner House, Coventry Street, on 
Saturday. Every department was 
represented by the 470 present. 

Owen Rowley, general manager 
of the Even'ne Standard, presided 
it the dinner, and others present 
included Max Aitken, director of 
Evening Standard — and Daily 
Express group, and T. Blackburn, 
general manager of the Daily 
Express. 

A cabaret was organised by W. H. 
Cee. of the Daily Express advertise- 


ment department, and music was 
supplied by Charles Shadwell and 
his orchesira. Lady guests were 


presented with Christmas packs of 
Astral cream soap and bath salts to 
maich. 


War Damage Repairs 
At Kemsley House 


Repairs of the Street 
frontage of Kemsley House. Lon- 
don, which was badly pitted and 
scarred by bomb blast, have recently 
been comp'eted under the terms of 


Coley 


the war damage compensation 
claims made by Kemsley News- 
papers. In add tion to extensive re- 


placement of brickwork 
work, the carved surround of the 
entrance doorway has been com- 
pletely restored. Structural damage 
caused by the bombing remains to 
be repaired at a later date. 


ind stone- 
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Government Is Reviewing 
Information Services 


RASTIC pruning of Government publicity services was 
demanded in a Parliamentary debate last week, following 


publication of details of the present publicity staffs. 


Assurance 


was given that a review of the whole range of Government 


information services was in 


Government departments em- 
ploy 2,378 people on public rela- 
tion staffs at an annual cost of 
£2.016,250. John Boyd Car- 
penter, Financial Secretary to the 
Treasury, gave this information 
in a written Parliamentary 
answer. 

Home departments employ 824 
staff costing £543,800. And 
Overseas departments employ 
1,554 staff costing £1,472,450. 

These figures include neither 
ancillary staff such as messengers 
nor the Central Office of Infor- 
mation 


‘Invis:igate C.O.1.” 


In a debate on the information 
services, Major Guy Lloyd (Cons.) 
urged that “these costly activities” 
should be pruned with courage 
and determination. 

“There are far too many public 
relations officers—goodness 
knows how many, for I have 
never been able to find out—but 
there are far too many, All of 
them have their assistants, and it 
seems to me that most of them 
spend their time trying to apolo- 


gise for the Minister,” he con- 
tinued. 
He hoped the Government 


would investigate the activities of 
the Central Oifice of Information 
in “a big way.” 

“I understand.” he declared, 
“that thousands of pounds are 
wasted by reason of Government 
agencies and information services 
being used at the taxpayers 
expense to assist the nationalised 
industries in their objectives. Let 
them stand on their own feet and 
conduct their own publicity.” 


Careful Examination 


Replying, John Boyd Car- 
penter, Financial Secretary to the 
Treasury, said that as part of the 
Government's general review of 
expenditure an ad hoc commit- 
tee of Ministers was at present 
reviewing the whole range of 
Government information services. 
He did not think it would be long 
before the review would be com- 
pleted. Expenditure on home 
information last year amounted 
in all to £3,.411,200 as against 
£10.184,000 overseas expenditure. 

“We all regard the field of in- 
formation expenditure as a 
proper field for careful examina- 
tion from the point of view of 
national economy,” he continued. 
It was certainly not the only field 
in which the examination would 
have to take place, however. 

Footnote: The Food Minister 
(Major Lloyd George) told a 
questioner that he has now 
decided not to appoint a public 
relations officer in his department. 


Board of Trade Decide 


No Ban On 
Direct Mail 


The Government will not bring 
in legislation to ston the issue of 
unsolicited advertising to house- 
holders. 

This assurance was given in 
Parliament last week, when Sir 
Richard Acland (Lab.) suggested 
a ban on such advertising in 
order to save dollar expenditure 
on paper. 

Henry Strauss, Parliamentary 
Secretary to the Board of Trade, 
said that in the absence of com- 
prehensive control. over the dis- 
tribution of paper, a ban on 
unsolicited advertising would 
have a negligible effect on total 
import requirements. Full con- 
trol of paper distribution would 
not be justified. 

Sir Richard asked that the 
Conservatives “with all the in- 
fluence they have with private 
trade” should let it be known that 
use Of paper for unsolicited ad- 
vertising was “indecent” at a 
time when the country lacked 
sufficient resources to meet legiti- 
mate needs. 

No reply was given on this 
point, 


$25 


Judges at a C.P.V. hobbies exhibition were (left to right): Charles 

Mozley, Stefan Buzas, Geoffery Gilbert, Mary Kessell, and Professor 

Richard Guyatt. J. L. Beddington ‘extreme right), vice-chairman of 
., presented the prizes. 


C.P.V. RUN HOBBIES EXUIBITION 


An astonishing range of “out- 
side interests” was revealed when 
Colman, Prentis & Varley organ- 
ised a hobbies exhibition for 
members of their staff. 

Beneath fantastic “mobiles,” 
gently turning in the air currents, 
were arranged entries varying 
from home weaving to paintings 
and photography of great merit. 
A distinguished panel of judges 
expressed surprise at the uni- 
formly high standard. 

Winners were: 

Handicrafts (soft): 1. Margaret 
Sweeney (Studio); 2, Alice Barry: 
3, Mrs. Rosemary Burch. Special 
Prize: Miss Rita Tubbs. 

Handicrafts (hard): 1. David 
Sisman (Studio); 2, Michael 
Goatiey; 3, Miss Pat Helyer. 


Paintings; 1. David Patterson 
(Studio); 2, L. Morley; 3, Bill 
Sherborne. 

Models: 1. Bill Hawkins; 2. 
John Caffyn:; 3, Brian Lange. 

Photography; 1. Peter Ray; 2. 
David Sisman; 3, George Harri- 
son. 

Children’s Class: 1. G'nny Bey- 
tagh (age 3); 2, Janice Munns; 
3, Christine Ray; Special — 
Needlework—Carol Russell. Con- 
solation prizes: Anne Sherborne, 
Chris Munns, Anthea Street, 
Susan Ray, The Three Murphy 
Girls, Two Mumford Girls. 

Best overall prize: David 
Patterson (Studio), 

Second overall prize: Margaret 
Sweeney (Studio). 


PRESS NEWS AND PROSPECTS 


Revision Of No-returns Rule Sought 


A modification of the no-return 
on unsold copies rule is possible as 
a result of differences between the 
retail trade and the publishers. 

Accused of not pushing maga- 
zines as well as they might, retailers 
have retorted that, under the pre- 
sent no-return rule, they cannot be 
expected to take chances with extra 
cop:es. 

At a meeting of the Yorkshire 
district council of the retailers’ 
federation, it was said that the in- 
efficiency among retailers that was 
alleged by publishers arose among 
agents who should never be allowed 
in the trade. They were people with 
very small sales who treated news- 
agency as a sideline. 

* * * 


The inflationary spiral of news- 
Paper production costs was st'll ris- 
ing, and newspapers’ difficulties 
would probably continue to grow, 
D. J. Morgan, editor, Bristol Even- 
ing Post, said at a trade dinner. The 
presses of some smaller weekly 
papers were silent, and there was a 
danger that even more would have 
to close down. 

With regard to newsprint restric- 
tions he urged: “If any fresh 
attempts are made to restrict our 
rights further we should be vocal 


about it 

M.P.s.” 
a * - 

The Labour-controlled Salford 

City Council have approved a re- 

commendation of the children’s 

committee that comics and 


and complain to our 


ODD SP@T 


Sunday's issue of the “New 
York Herald Tribune” was the 
largest in its 110 years’ history. 

There were 114 pages in the 
main news section; 68 pages 
of supplements; a 48 page 
magazine and a 24 page book 
review. 

It weighed 3 Ib. 


children’s magazines published by 
D. C. Thomson be banned to some 
300 children under the committee's 
care. 

Members took exception to the 
fact that the publishers do not allow 
their staff to belong to any trade 
union. 


* * 
Twenty-seven thousand orders for 
the new 208 magazine 


were [¢- 


ceived as the result of 19 spot an- 
nouncements on Radio Luxembourg 
on nineteen consecutive days to 
launch the magazine, state Hector 
Ross Radio Productions Lid. 

No other medium was used and 
sales rose to 83.000 through the dis- 
tribution outlet of 310 Lewis 
tobacco shops 

Four more spot announcements 
telling that the December issue of 
208 was on sale at Woolworths were 
made. 200,000 copies were sold in 
five days. 


* * * 

William Hughes (News Chronicle) 
presided at the annual dinner of the 
West of England Division Circula- 
tion Representatives at the - Royal 
Hotel, Bretol, last week. 

Responding to the toast of the 
guests Harry Rochez  (circu's- 
tion manager of the People) said 
there had been a grand team of 
newspaper representatives in Bristol 
in the past and it was as great as 
ever to-day. 

Other speakers included Sidney 
Kebbell (Daily Telegraph) and 
E. A. Stevens (circulation manager, 
Daily Herald). 


More Press News On 
Page 561 
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G. I. Howell Is New Secretary Of 


Associated Newspapers 


J. P. Hobbs, director and secre- 
tary of Associated Newspapers Ltd., 
is relinquishing his secretaryship on 
January 1, 1952. His activities will 
still be closely connected with the 
affairs of the company as he is 
retaining his directorship of Asso- 
ciated Newspapers and his other 
directorships within the group. 

Mr. Hobbs joined the firm in 
1904 shortly before it became 
Associated Newspapers Ltd. He 
became joint secretary of the com- 
pany in 1920 and was appointed to 
the secretaryship in 1922. He has 
been a Fellow of the Institute of 
Chartered Secretaries since 1927 and 
joined the board of Associated 
Newspapers in 1949, 

. I. Howell becomes secretary 
of Associated Newspapers Ltd., on 
January 1. He is a_ chartered 
accountant and joined the firm in 
1946 in the capacity of assistant 
secretary. 


* * os 
Two new. directors and one 
associate director have _ been 


appointed to the board of W. H. 
Emmett (Scotland) Ltd. They are 
James MacLeod, general manager ; 
James White, creative dicector; and 
Miss Bridget M. Gleeson, in charge 
of media and _ space-buying, as 
associate director. 

Mr. MacLeod was for many years 
in charge of production with Peter 
A. Menzies Advertising and, until 
joining Emmett’s in Scotland a few 
months ago, was account executive 
with Robertson & Scott of Edin- 
burgh. 

Mr. White has been with Emmett 
(Scotland) since its inception and 
has been responsible for the creative 
planning of many successful cam- 
paigns, notably the new Ethicon 
colour campaign now appearing in 
the medical Press. 

Miss Gleeson joined the company 
three years ago after a spell with 
a London agency, and has acted as 
space buyer for some time. 

W. H. Emmett (Scotland) Ltd. 
was established less than four years 
ago in Glasgow. W. H. F. Emmett 
remains chairman and Miss Barbara 
Hancock London director. Ian 
McInnes, who has been a director 
in charge of the Scottish office, is 
resigning to take up a post with a 
London agency. 

. * * 

D. Hugo Ollemans, general man- 
ager of the Argus Printing & Pub- 
lishing Co., Ltd., Johannesburg, 
has been appointed managing direc- 
tor of the company from Tasers 1. 
He will be succeeded as general 
manager at Johannesburg by W. R. 


McCall, manager of the Cape 
Argus, Cape Town. 
* * 

John Richard pub- 


: rd Goldthorpe, p 
lisher of Chemist & Druggist, retires 
on December 31. He joined the 
staff of Chemist & Druggist in 1921, 
when he took charge of the newly 
opened office in Manchester. He 
was appointed publisher in 1936, 
and, when The Export Review of the 
British Drug and Chemical Indus- 
tries was established in 1941, was 
also appointed publisher of that 


. 


journal. Mr. Goldthorpe will still 
serve in a consultative capacity. 
He will be succeeded by Allan 
§ rd, who joined the editorial 
staft of Chemist & Druggist in 1929 
and has been editor of The Export 
Review of the British Drug and 
Chemical Industries since 1947, 

N.. Pullom, who has been on 
the staff of Chemist & Druggist 
since 1946, has been appointed 
editor of The Export Review. 


* * * 


D. L. Clackson is standing for 
election, and Harold Fish for re- 
election, on December 21, as repre- 
sentatives of the Ward of Farring- 
don Without on the City’s Court of 
Common Council. Mr. Clackson 
has represented provincial news- 
papers in London for the past 17 
years. He is president, Press Ad- 
vertisement Managers’ Association. 
Mr. Fish is expert on promotion 
ideas for the Daily Telegraph, and 
social secretary and director, Fleet 
Street Column Club, of which Mr. 
Clackson is a member of the 
committee. 

* * * 


Harold Fish and his wife, Gwen 
Palmer, leave on New Year's Eve 
for a fourteen day cruise to 
Madeira in the “Warwick Castle.” 


* * * 


A. D. Farish, who was until 
recently with Erwin Wasey, has 
taken over as outdoor publicity 
manager of Greenly’s Ltd. Before 
the war Mr. Farish was on the ad- 
vertisement side of Associated 
Newspapers Ltd. Another new- 
comer to the department is G. E. K. 
Spickett who was previously with 
the Woolworth organisation. 

* * * 
* John Queenborough, editor, and 

Anthony Salmon, advertisement 
manager of the Garage and Motor 
Agent, together with John Sam- 

and A. J. Moir, editor and 
advertisement manager respective’y 
of the Nurseryman and Seedsman, 
have been appointed to the board 
of Cable Printing and Publishing 
Co., Ltd., proprietors and producers 
of these and other journals. 

_ To enable the board to be re- 
juvenated by the introduction of 
younger men, H. G. Sambrook and 
Arthur J. Salmon have relinquished 
their directorships. H. G. Sambrook 
is one of the original founders of 
the firm and since 1924 has been 
its chairman. A. J. Salmon joined 
the company in 1919 at the same 
time as Walter Boyle: both became 
directors in 1937 and joint-managing 
directors in 1947. On retiring from 
his joint managership in December 
1949 A. J. Salmon was appointed 
deputy-chairman. 

_ The reconstituted board now con- 
sists of Walter Boyle (managing 
director), W. H. Lipscombe (works 
director), Mrs. M. E. Saville (secre- 
tary), and the four new members. 


aa * * 
Paul Short, former free-lance and 
personal publicity manager to 


several West End stars and manage- 
ments, has joined the staff of H. 


J. MacLeod 


J. P. Hobbs 


J. White 


A. D. Farish 


Bridget Gleeson 


Fisher (Oldham) Ltd., manufacturers 
of electric apptiances, to take over 
all advertising and publicity. 

* * * 

Miss E. C. Packer, who recently 
resigned as advertisement manager 
of Miniature Camera Magazine 
after 14 years, is continuing in a 
similar capacity with Tin Printer and 
Box Maker and Canning Industry, 
a post she has held for 10 years. 


* * a 
On January 1, H. P. Wheldon 
will succee E. . Thomson 
as television ad officer, 
states the B.B.C. He _ will 


take charge of the television pub- 
licity unit which is staffed by Mrs. 
Nest G. Bradney, who writes the 
weekly release Television News, and 
Mrs. N. Louise Duffell, who 
handles Press inquiries. 


* * * 

Harry Rees of the Welsh Gazette, 
Aberystwyth, was elected president 
of the South Wales and Monmouth- 
shire Newspaper Society at its meet- 
ing at Swansea last week. He has 
been with the Welsh Gazette since 
So Sat day of its publication in 
1899. 

Other officers elected were: N. T. 
Walters (Neath Guardian), junior 
vice-president; T. B. John (Ponty- 
pridd Observer), secretary; and 
Will Hopkin (West Wales Observer), 
treasurer. 

* * * 


Do Gibson, publicity man- 
ager of Venner Time Switches Ltd. 
and associated companies, who has 
been in hospital for an operation, 
expects to be back at work after 
Christmas. 


* * ~ 

G. D. Kent has become assistant 
advertising manager, Desoutter 
Bros. . He was formerly in 
charge of dealer publicity with the 
E.M.I. group. 

* - * 

A Cobham, editor of Konatey's 
Yorkshire Evening Press and the 
weekly Yorkshire Herald, and a 
director of the Yorkshire Herald 
Newspaper Co., Ltd., for the past 
15 years, has resigned. Under his 
editorship the editorial organisation 
was modernised; the Evening Press 


turned first to front page news and 


then to tabloid size, and the Herald 
changed its format. He is succeeded 
by A. J. Josey, formerly editor, 
Evening Gazette, Middlesbrough. 

r. Josey was editor, Sunday 
Graphic and later managing editor, 
Sunday Chronicle. 

* * * 

Following the completion of his 
assignment with the Goodyear Tyre 
& Rubber Co. (Great Britain Ltd.) 
to establish Pliofilm on the market, 

harles Lein has relinquished his 
position as sales manager for that 
product. He will continue interest 
in Pliofilm in an advisory capacity, 
and his new duties will be an- 
nounced shortly. 


* * * 

Major W. Hill, public 
information officer at the United 
States air base at Burtonwood, 
Lancs, is returning to America 

* * * 

Joseph S. Ash has been appointed 
manager of the Northwich 
Guardian. 

* * * 


George Carr, upholstery sales 
manager at Dunlop’s Walton fac- 
tory, is going to Canada for a 
limited period to manage the 
Dunlopillo Sales Division of the 
Dunlop Canadian company (Dun- 


lop Tire and Rubber Goods 
Company, Ltd.) in Toronto. 
* * * 


Presentations to Alexander Irwin, 
assistant production manager, and 
David I. Cathro, machine room, 
who have served for 50 years with 
George Outram & Co., Ltd., were 
made on Saturday at a staff dinner- 
dance given by the directors of the 
company. . M. Macgeorge, 
chairman of directors, presided, and 
presented Mr. Irwin with a radio- 
gram and Mr. Cathro with a gold 
watch. 

- * 


A. W. Coombs has relinquished 
his position as art editor of Family 
Doctor and is now working in a 
free-lance capacity. 

io * * 

Alan F. Taylor, a representative 
with the City Display Organisation, 
has ioined the exhibition d-:part- 
ment of John Edgington & Co., 
Ltd., in a similar capacity. 
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Typical Features from recent issues 


THE CASE OF PORTUGUESE SUCCESSION — Sir Charles Petrie 
COUNTRY CLOTHES CAN BE CHIC — Anne Lambton 
WAS LIFE BETTER IN 1784 —C.E.M. Joad 
WHY U.S. GOLFERS SWAMP OUR MEN — written and Illustrated by Tom Webster 


THE IRVING TRADITION — St. John Ervine 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR - 114 FLEET STREET, LONDON, €E.C.4 
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How To 


Production And 
Sales Liaison 


The remarkable degree of co- 
operation between the production 
and sales personnel of Hoover Ltd. 
was learned by 58 members of the 
works relations group of the 
London branch, Incorporated Sales 
Managers’ Association, on a_ visit 
to the Hoover factory at Perivale. 

hey were told that, to enable 
the production side and the sales 
force to understand each other's 
jobs, not only did certain members 
of the production department accom- 
pany representatives in. the field 
from time to time but factory em- 
ployees attended exhibitions of their 
products in the company’s time. 

In addition to many informal 
meetings there were constant meet- 
ings on higher levels to co-ordinate 
policy between sales and production 
directors; and a new products co- 
ordination committee, on which 
both senior sales and production 
staff served, met to consider the 
manufacture and marketing of new 
products. Dealers, too, were in- 
formed of manufacturing and mer- 
chandising plans and trained in 
handling the products; at present 
training courses for dealers were 
going on all over the country. 

. 
Gift Token Offer 
o iJ 

By Clothing Firm 

A generous gift token offer 
marked the 21st anniversary of 
Charles Butler clothes. Half of the 
money spent by customers on each 
article was refunded in the form of 
a gift token to be spent on any 
other Charles Butler garment. 

The customer couid either use it 
himself or present it to a friend. 
The tokens are exchangeable until 
next May. 

In addition to Charles Butler's 
London shop in New Bond Street, 
stockists of Charles Butler clothes 
throughout the country participated. 

During the week ‘arge ads. ap- 
peared in the Daily Telegraph, 
Daily Express and Woman to pub- 
licise the scheme and inviting readers 
to write for a 21st birthday booklet 
which explained the offer more fully. 
London Press Exchange Ltd. han 
the Butler account. 

In the provinces 
operated with advertisements in 
their local Press, and counter dis- 
play material was issued by 
Butler's. 

A successful trial scheme was 
recently run by a Butler retailer in 
the south of Engiand. 


Food Sales Up 
On Last Year 


A number of commodities showed 
some improvement in sales in 
October, though sales generally were 
lower than a year ago, accord- 
ing to the Board of Trade Journal's 
review of the retail trade. 

Girls’ and children’s wear sales 
were higher than for October 1950 
and, in fact, reached a new level, but 
men’s and boys’ wear, though con- 
siderably higher than in September, 
were 23 per cent lower than in 
October 1950. : 

Total sales of food and perish- 
ables continued steady about 10 
per cent above the level of 1950. 


dealers co- 
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Check Waste In Distribution 


I.S.M.A. CONFERENCE TOLD RESEARCH 
IS KEY TO EFFICIENT MARKETING 
varerhegpy: a = are “sold” on brag research, judging by 

conference on “Avoiding Waste in potent held in London 


last week. 


An efficient sales foree was hailed as the best 


waste in distribution. 


guarantee 

Said A. W. McIntosh, of Mars 
Ltd., who for many years “have 
found it essential” to run their 
own consumer research depart- 
ment: “We hope that the census 
of distribution will become a 
regular service to marketing and 
will be as useful to us as it has 
been found to be in the United 
States and elsewhere.” 

Defining a condition of suc- 
cessful marketing as “the right 
product in the right field,” F. H. 
Bunn (Hoover Ltd.) claimed: 
“This can be done by careful 
market service. backed by per- 
sonal analysis.” 


Consumption Patterns 

The work of the consumer 
panel of Mars Ltd., said Mr. 
McIntosh, involved a study of 
existing consumption patterns; 
a study of consumer attitudes, 
habits, and opinions; and taste- 
comparison tests—by far the big- 
est category, because in the con- 
ectionery industry taste was the 
final and fundamental measure of 
success. 

The up-to-the-minute picture 
presented by a continuous panel 
was mcst valuable, particularly in 
providing quick information 
about seasonal and regional vari- 
ations, he said. Research was im- 
portant for new products, but was 
also applied continuously to 
existing ones. “Nothing can be 
taken for granted for too long,” 
he warned. The object of re- 
search was, as far as possible, to 
substitute figures for personal 
prejudice unbacked by evidence. 

Sales Estimates 

Mr. Bunn maintained that sales 
forecasting could not be accurate 
unless the market had been fully 
examined and researched. The 
four main headings of market re- 
search were: size of market, type 
of market, what the competition 
was doing, and the degree of 
saturation of the market. 

Describing how an estimate of 
sales in Hoover washing machines 
had been exceeded four times, he 
admitted that the forecast did not 
take into account the power of 
salesmanship and marketing. 

“Salesmanship is nothing less 
than causing people to want what 
you think they need,” he said. 
“An efficient sales organisation 
is the greatest possible guarantee 
that waste will not occur in distri- 
bution, and that goods will reach 
the consumer at the lowest pos- 
sible price.” 

Answering a question, Mr. 
@ Continued on page 560 


R. H. Penney, chairman of the 


Incorporated Sales Managers’ 
Association, installing the new 
president, Lord Luke, on Friday. 


* 
Surgical Soap 

Hexophene, a new surgical soap, 
is being introduced by Hough, 
Hoseason & Co., Ltd., to the 
medical, dental and — —_ 
sions. soap is supplied only 
against prescription and there is no 
consumer advertising. Hexophene 
is however being advertised in the 
medical and pharmaceutical Press 
including The Lancet, Practitioner, 
Chemist and Druggist, and the 
Pharmaceutical Journal. agents 
are F. J. Roe Ltd. (Manchester). 


‘Less Loyalty 
To Brands’ 


A great decrease in brand 
loyalty has been noticeable since 
the war, Bedford Attwood, of 
Attwood Statistics Ltd., told the 
Market Research Society, at a 
luncheon in London last week. 

Before the war, if people liked a 

rticular product they would go on 

ying it. They would try another 
product and if they did not like it 
would change back. But during the 
war there was a shortage of goods, 
and it appeared that the public 
became conscious of the fact that 
in many varieties there was not a 
great deal of difference between the 
brands. 


Now, there was a tendancy to 
swap between one brand and 
another without any apparent cause. 

Mr. Attwood was describing the 
structure and function of the 
Attwood Consumer Panel. 

A comparison between consumer 
panels and retail indexes was made 
during question time by Stuart 
Dorizzi (Mars Ltd.), vice-president 
of the Society. Neither method was 
complete, he said. If one used the 
consumer panel method one got a 
lot more detailed information, but 
it was not quite accurate. The 
retail outlet panel method gave 
much accurate information, but was 
not so complete; one would be 
if one got information 
co-operatives, ~Wool- 
worth’s, or Boots. 

Asked whether any one manufac- 
turing organisation or agency could 
afford on a commercial basis to put 
enough pe into the original re- 
search required on a consumer 

panel operation to make it success- 
ful, Mr. Attwood said that, gener- 
ally, it was outside the scope of 
most people’s operations, and he 
thought the same was probably true 
of the retail index side. 


| ponuinlipe 


from the Eric 
ons rth mills is Diana Cowpe’s 
candlewick cotton. It is available in 
28 fast colours. New Era Adv 
Service Ltd. have been appointed to 
handle ~y introductory campaign. 
Trade Press advertising is now 
appearing. National papers will be 
used va a — comes. 


Horne Bros. Ltd. are reviving a 
pre-war Christmas custom by giving 
away schoolboy’s diaries to their 
young customers. 

* — * 


A flying novelty, the Rev-o-jet 
will be introduced by Cascelloid 
Ltd. at the Harrogate Toy Fair 
(January 7-11). It will be an addi- 
tion to > eee range. 


Cusine whiskies are providing 
keener competition for ch in 
the American ox e 

* 


Return is he of Cutex 
powder polish which has been sus- 
pended for some time owing to 
shortage of raw materials. It has a 
new container—a white plastic tube 
with end perforation and cap. 


Newsbriefs | 


Packs for Quaker Quick Macar- 
oni now carry six colour photo- 
graphic reproductions of the menus 
which appear on the cartons. 


* * 
Slippers sell best under 25s. There 
is some resistance to anything over 
30s. unless it is a nationally adver- 
tised branded line— Shoe and 
Leather News columnist. 
* 


Pooling of manufacturing and 
marketing resources is the reason 
for the merger of two soap firms, 
Robert Windsor Soap Co., Ltd., 
and Pure Products Soap Co., Ltd 
The identity of the two companies 
is to preserved, but a holdin 
company = been formed to a 
minister h—Robert Windsor 
Soap (Holdings Se 


* 
New | on in playing cards to 
commemorate the Festival of 
Britain have been introduced by 
Thomas De La Rue & Co., Lid., 
for the Christmas and New Year 
trade. 
* * 


Production of the new Austin 
Seven will start in the spring if steel 
supplies are maintained. 
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Happy Christmas ahead 


Decorations are already up in the cosy basement 
flat of 135 Marina, St. Leonards. It is the home of 
the Browns who have lived there since ex-hair- 
dresser Tom Brown went into the insurance busi- 
ness after the war and chose the South Sussex area 
as his territory. 

It was a popular move with their son, Ken. He 
hopes to make the Navy his career and the local 
sea cadets give him excellent training. It was a 
happy move for Mrs. Brown, too. She performs 
the duties of housekeeper for the other flats in the 


building and so further increases the family income. 


Among the millions of Sunday Pictorial families are 
the Browns and many others like them. Families 
with good, steady incomes and long purchasing 
years ahead of them. For the Sunday Pictorial, 


with an average weekly net sale of 5,082,814 


(June °51) covers a tremendous cross-section 
of Great Britain and goes into homes all over 
the country on the best advertising day of the 
week. 

At .70d per square inch per thousand, the Sunday 
Pictorial has a particularly economical space rate. 


It works out at only 9.4%, above 1939. 


Sunday Pictorial 
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Necessary Sequel 


OTHING stimulates organised advertising and refreshes 
Nevinwin on advertising problems more effectively than a 

successful conference. No one can doubt this when the 
stimulus of the International Conference is already becoming 
apparent. It is therefore welcome news that a national conference 
is to be held by the Advertising Association during 1952. 

After a period of exceptionally strenuous effort, it would not 
have been surprising if the Association had decided to postpone 
its next conference until 1953, and leave the field clear next year 
for the clubs. But, much though one would like to see another 
Clubs Conference, such a decision would have been a mistake. 
It is to the credit of those on whom the burden of organisation 
will fall that the temptation to relax has been resisted. 

It can even be argued that a British advertising conference is 
a necessary sequel to the International Conference, for a national 
gathering will provide an opportunity to discuss how the broad 
principles agreed internationally can be nationally applied. 
From this, it follows that the specific relationship of British 
advertising to the industry it serves and to the social order might 
well be the theme. This would obviously involve discussion of 
the public relations of advertising. 

The Conference, by devoting a major session to this subject, 
could furnish a platform from which the public relations cam- 
paign shortly to be launched could be explained and debated. 
In this way, the whole advertising business could be enthused 
and co-operation ensured. 


Background To The News 


UNCTION of the Press is to give, not only the news, but its 

background, so that the public can understand the significance 
of events. No newspaper does more than the News Chronicle to 
serve its readers in this way, but, like all other newspapers, it is 
handicapped by shortage of space. To supplement its com- 
mentaries and feature articles, it is therefore publishing, at a 
popular price, a series of “Background to the News” booklets. 
This commendable venture should both help to enlighten public 
opinion and bring added prestige to its sponsors. 

Latest booklet, The Press, deals with a subject concerning which 
it is in the interest of advertisers that the public should be fully 
informed. Recent events suggest that newspaper policy and 
methods are sometimes misjudged. This booklet should do much 
to correct misapprehensions and strengthen further the almost 
universal conviction that free newspapers are essential to a free 
society. 

@ Change of subscriber's address: Please inform the publishers three 


clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Bid to revive the 
textile market 


NEXT year will see deter- 
mined efforts to arrest the 
recession in the textiles mar- 
ket. 
Fundamental changes in pro- 
duction plans and marketing 
policy are forecast to meet 


growing competition from 
overseas. 
After the indiscretions of 


Dalton there is the threat from 
Japan—both to our overseas 
markets and the home market. 
And the British industry will re- 
act sharply. 

1952 will introduce new fabrics, 
fresh designs, original styles and 

—even more important—a more 
imaginative approach to selling 
problems. 

The textiles industry is becom- 
ing aware of the fact that it must 
dress jts window better than ever 
if it is to re-scale and surpass its 
selling peak. 


Big competitive advertising 
and marketing developments are 
expected to follow the announce- 
ment that Philips Phonographic 
Industries, Baarn, Holland, has 
reached agreement with Columbia 
Records Incorporated, U.S.A., to 
co-operate on a world-wide basis 
for the exploitation of _ their 
record libraries, with effect from 
January 1, 1953. Report is that 
behind this announcement lies the 
fact that Columbia Records, part 
of Electric and Musical Indus- 
tries Ltd., the £8,700,000 British 
radio and gramophone combine, 
will break with their American 
namesakes 

—_— —_— —_ 


Fall in ‘classified’ ads 


surprises provincials 


DVERTISEMENT managers 
in some provincial and 
suburban areas report a marked 
falling off in classified advertise- 
ments. 
Big question is: 
they decline now? 
The theory has always been 
that the number of “smalls” 
would tend to increase rather 
than decrease as money became 
tighter. Now, some say, tenden- 
cies arpear to be upsetting the 
generally accepted belief that 
difficult times would lead to in- 
creased sale of and demand for 


Why should 


second-hand goods, and services. 
What does the future hold for 
classified advertisements, for 
which some weekly newspapers 
have so long had waiting lists? 
Advertisement managers in the 
affected areas would like to know 
if anyone can explain this latest. 
unexpected decline which began 

after the summer holidays. 

— _- _- 
Branding of women's clothes 
will increase with the introduction 
of the spring fashions. Molyneux 
has had his signature woven 
into the lining of clothes he pro- 
duces. Now Frederick Starke has 
his name on materials. Other 
famous houses are expected to 
follow suit. 
—_— _- _- 


Patra development 
aids litho 


N important new contribution 

to lithography is coming 
from the Patra laboratories. 
Patracoat, as it has been named. 
is a replacement for bichromated 
egg albumen in the making of 
albumen plates. . 

Prepared under strict scientific 
control, it is pre-sensitised and 
ready for use, and the whole time- 
wasting and troublesome business 
of making egg albumen solution 
is avoided. 

Patracoat calls for practically 
no change in plate making pro- 
cedure. It keeps well for months, 
and as the material comes from 
British sources, a difficult import 
is avoided. 

The cost works out at less than 
the normal albumen solution. For 
at least two years, it will be sold 
only to members of Patra. 

This development provides 
fresh evidence of the practical 
value of research to the industry. 

= —_ — 

The Council of Management of 
the Retail Trading-Standards As- 
sociation is to advise members to 
demand identity of the material 
content of all textile merchandise 
ordered in bulk. Firms are being 
told that the problems of mer- 
chandise controllers and buyers 
are being made __ increasingly 
difficult by the failure of many 
suppliers to provide on invoices 
a proper identity of fabrics and 
garments. There are indications 
that, if this advice is not accepted, 
pressure will be brought to 
hear on the Government by con- 
sumer organisations seeking 


enforcement. 
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HOW TH 
ADVERTISES ITS 


: in the retail Trade Press RADIO TIMES Yai gyag SHOP WINDOW 


E gives valuable displays to products *7.776,982 families buy trom it 


= advertised in its own pages (such as 


SSS 
BST * PRADO Tes 
In doing so it stimulates dealer e 
‘id oie 


_l aeana gen, 
demand to back up the wide-spread Er gg e 
Lavendo is featuring its 
public demand that advertising in Caudhibame en 
for this lavender-per- 


. RADIO TIMES inevitably creates. ranean A cane ts 


from the 7,776,982 homes 


in which the Radio Times 
wer to 
* RADIO TIMES circulation is r edhe Tae MARY ELLOUS Poti 4 
now 8,109,663 (A.B.C.). Average i cengrete 


With Levees you can make your 
home the envy of your rendu, 
Wt will polish your fersitere 
deawtifelty sed 


rtising by giving 
weekly net sales from \st display to your 


January to 30th ks of Lavendo. Goods 

2 June 1951. ae advertised in the Radio 
‘ . Times are always ready 

sellers. 

7.776.982 AVERAGE WEEKLY 

NET SALE FOR THE FIRST 


SIX MONTHS OF 1949. . 
MEMBER ABC 


Look owt for Lereade with ite 
extee special quality and fall 
earength of pertume. 


“wa Wf 
ie a, 


Radio Times/Lavendo . " ‘ 
Co-operative advertise- advertised in 


ment in ‘Fingerpost’. 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.\ 
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RADIO TIMES 
ADVERTISERS 


TELEGRAMS | WRENCO WATFORD — TELEPWOWE WATFORD S655 (PRIVATE BRANCH EXCHANGE) 
CABLES: WRENCO, WATFORD CODES: SENTLEYS §°' & 2" PHRASE 


_W™" WREN Lt? 


Makers of Fine Shoe Dressings and Polishes Since 1889 
WATFORD, enc. 


16th October, 


R.Judson,Zsc., 
(5.B.C. Advertising Depertment), 
5, Portlend Plece, 


4. 
Dear Mr.Judson, 


You esk me for my frenk opinion of the value of the 
eco-operetive edvertising which the Redio Times undertakes in the 
Trede Press for its advertisers. I think I can best answer 
you by steting plein fects. 


As you know, we re-introduced LAVENDO Furniture Polish 
to this country in May, 1946. It took us something like 7 or 6 
months to get netional distribution for this product becauce initiel 
supplies were very limited. “e a14 net, therefore, undertake 


netionel advertising until January 1950. gets the 


When this was done, you co-operated with us and advertised 
our edvertising to the Trade. Within e matter of weeks the demand 
for LAYEIDO had doubled. 


Since then LAVENDO advertising has continued regularly 


in the Radio Times and our salesmen have elways mede a point of { 
emphasizing to our customers the netionel impect of this mediun. e er 
Proof of the value of this policy-is given in the fact 


thet today LAVENDO is easily the lergest sellinz Furniture Polish 
in the country and the demand for it continues to grow. 


Wheat the future of LAVENDO will be I hesitete to cuess, 


tak Sole ae a eae ts eae, stock up! 
Times. 


To sum up, the velue of Radio Times edvertising seems to 
me to heve been confirmed by LAVENDO'S success and the value of your 
co-operetive Trede advertising hes been pleinly proved in our case, 


Yours faithfully, 
WM. WREN LTD., 


THOMAS TUDOR, 
Seales Menager, 
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POLICY PLATFORM—Public Relations For Advertising 


December 13, 1951 


P.R.O. Must Be Staff Officer To 
An Advertising Army 


News that the Advertising Association is to undertake responsi- 
bility for the public relations of advertising prompts an 
examination of the complex problems involved. It is essential 
that aims, approach and method should be clearly conceived. 


HE Advertising Associa- well, or public relations are saying “Advertising is not bad” straight job of Press relations. 

tion is to set up a depart- futile. To see that it does is the and asserting that “Advertising is Much will depend on finance. 

ment to undertake public responsibility of the Advertising good.” The first will never, by One can think of many ways of 
relations for advertising. This Association and kindred organisa- _ itself, carry conviction: the second _ putting over the story, ways that 
sounds all very fine, and it is, "®S 47d ‘of all who live by ad- if repeated often enough, with an would cost money. No one yet 
, Ps sy h j vat * vertising. But good behaviour, in infinity of subtle variation, and knows what financial resources 
- «bo at a i  B aor so a world where misunderstanding if advertising really is seen to be will be available. Neither can 
as been waiting for. But wha 


and misrepresentation are rife, is good, will ultimately be believed. one say to what extent facilities 
precisely does it mean? not enough. 4t must be made Thanks to popular novelists— may be voluntarily placed at the 
Everyone concerned — and evident to all who may form ome of them advertising men disposal of the public relations 
everyone in advertising is con- judgments. This is the function who do know better—far too department. 
= | cerned — must clearly conceive of public relations in its objec- many people regard advertising as A great deal, however* can be 
’ | the nature of the task, and, on _ tive, as distinct from its subjective something slightly phoney and done by voluntary i r 
| ! t ised . ) y service. For 
broad lines, how it should be aspect. naughtily glamorous. This is  spjs will nop be a one man job 
tackled. Otherwise, -the whole * * not in most cases a considered fyeryone in advertising, through 
bs: project could well come to grief. ; judgment; it is merely an jmpres- r ect sg h d de his s o> gps 
How can public relations, a term S the campaign to be for the sion. It is as dangerous as it is ine way re eee Pee work, and 
E in itself hard to define, be applied advertising business or for false, for, in their private lives, ‘70ugh his contacts outside it, ' 
to advertising, which, in this con- advertising as a means of per- the politicians, economists, educa- "St regard himself as a unit in 
text, also requires definition? suasion and information? The  tjonists and civil servants who the public relations army. 


The aim, one can assume, is to answer must be that the two 
promote, through greater under- cannot be dissociated. One can- 
standing of what it is and does, not talk about advertising with- 
a more favourable public attitude out talking about how it is done 


have the power to influence the The first thing the P.R.O. for 
fortunes of the advertising busi- advertising will have to do is to 
ness are quite ordinary men and get the whole business behind 


: women prone to ignorance and him. He will have to explain 
towards advertising. Where then and by whom. Any action that prejudice. what it is all about, to enlist an 
a does one start? voll engenders confidence in advertis- It is this wrong impression that army of colleagues. Ideas must 
re Sydney Rogerson, writing ing must raise in public esteem must be corrected, by applying be pooled, a corps of writers and 
ei . earlier this year in ADVERTISER'S those who create or publish adver- , 


! in the public relations field sound speakers enlisted, an information 
WEEKLY, said: tising. If one interprets correctly advertising policy. The truth — service established. He will then 

“My own belief... is that the intentions of the Advertising about advertising must be loudly _ be in the position of a staff officer 
the public relations of any Association, the object is not to and_renetitively declared. And --a planner and co-ordinator. 
organisation, firm or institution be sales promotion for advertising what a lot there is to say that is Tthis will need, 


: : not only the 

F . This is the province both true and good! ability to organise, but to inspire 

» really the sum of the be- 484 Dusiness ~ oth true and good: y. ane, - 

ytd ae ” a Seiad of media owners and agents. The painstaking research enthusiasm and to command ' 


: “i” tively Nevertheless, public relations for devoted to planning; the crafts- goodwill. For advertising people, 
a ma aaa. — advertising, directed at the public, —manship that goes to the creation though they will give without 
behaviour the public's opinion ™Ust have an impact on adver- of advertisements; the scrupulous stint for a cause they believe in, 
of the unit in question will be ‘SCS and potential advertisers, care taken, with the rarest excep- “wun't be druv. 
dtened” ce —_ — owners, agents. tions, to ensure honesty of claim Cordial relations must also_be 
If we accept this dictum, the ulti eet an a trades must and description; the part adver- established with other organisa- 

start must be with advertising _ cy aa ene a tising has played to form good tions, commercial and social, that 
itself. Its public relations will be P ut a my worn and not the habits of life; how it constitutes can influence opinion about 
the sum of the behaviour of all b Sie ae usiness per se, must the bulwark of a free and inde- advertising, not least the Press 
who practise it. To quote an he tet oe f It Is the integrity, pendent Press; how it stimulates and other media of mass com- 
advertising axiom, the product '2¢ Social use a the econo- mass production by opening up a munication. Some will at first be 
must be right. oF tc of advertising the mass market, helping thereby to jndifferent or even hostile. Their 
This does not mean that adver- 4 “y aa be brought to under- raise living standards; how jt en- resistance must be tactfully over- 
tising policy and practice should ane ane ancept larges consumer freedom of come. 
be solely determined by con- * * * choice—we in advertising know 
siderations of public relations. It all about these things, but they * * * 
does mean that public rela- NEX! one must discuss the 9 little understood by the world Pao 
tions must be based on the VY approach. at large. ; LL this will take time. No 
assumption that high standards of This must be positive not nega- There are so many stories— spasmodic effort can hope to 
practice and a sense of social tive. To regard public relations %TOUS Stories for the serious- succeed. Public relations for ad- 
responsibility will be maintained for advertising only as a defensive ™inded, romantic stories, instruc-  Vartising must be visualised as a 
and developed. For any short- weapon would be a fatal error, ‘“N€ Stories. It is for advertising, jong-term operation, and as a 
comings will be noted. They Of course, unjustified and jll- ‘tough its public relations, to Continuing function. The public 
will provide ammunition for the informed criticisms see that they are told 


must be attitude can be changed, but 
critics, and tend to defeat the countered. This is very impor- & e © ultimate success may be measur 
objects of the public relations tant indeed, but should be inci- 


; able only to the degree to which 
campaign. — dental to the main campaign. HE task, though. is a__ the next generation evinces under- 
Advertising, then, must behave There is all the difference between much bigger one than a_ standing and acceptance. 
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Advertising Case History—17 


How Build-Up For ‘The Man 
From The Prudential’ Is Used 


To Sell More Insurance 


During the latter part of 1950, the Prudential decided to change 
emphasis of its advertising to build up confidence in their field men, 
many of whom were new to the job. This is the story of how the new 
policy was worked in with direct business-getting advertising. An 
interesting point discovered is that nine out of ten policies sold on 
coupon advertisements in women’s journals insure men’s lives. 


I ie the past year, the “Man 
from the Prudential” series 
of advertisements has _pre- 
sented a new approach to 
insurance advertising in this 
country. 

The Prudential had long 
been aware of the _ public’s 
friendly acceptance of this 
figure so well known to the 
mass of the people. (Over 
13,000 men from the Pruden- 
tial call at 6 million British 
homes.) 

Once 
hall jibe, the 


a good-natured music- 
term “The Man 


from the Prudential” has beea 
built into a symbol of efficient 
and understanding insurance ser- 
Vice broughi to the home, This 
is the simple fact to which the 
Prudential attribute their suc- 
cess; for nearly a hundred years 
they have concentrated on giving 
personal service in homes of all 
kinds. 

Up to and after the second 
world war, Prudential advertising 
was in the main directed to secure 
new clients for ordinary life 
assurance. Much of the appro- 
priation was spent on keyed 
coupon advertisements in the 
Press and the success or failure 


536 


THE 
SEASON'S 


GREETINGS 


AN D 


4 FROM THE + 
SOUTH WALES 


+ ECHO * 


BAPRES & 


LARGEST CIRCULATION IN SOUTH WALES 


Advertisement 


Manager 


Manager - George } 


HEAD OFFICE: ST. MARY STREET. CARDIFF 
TEL. 7000 


Stanley Baldwin 


TTT TEI See 
LONDON OFFICE: 176, FLEET ST.. EC4 
TEL. CENTRAL 1459 


Studd 


of a particular medium or adver- 
tusement was assessed by the num- 
ber of coupons received. 

It was, of course, realised that 
these advertisements also influ- 
enced people other than those 


who completed coupons and 
“softened the ground” for a call 
by a representative. But no 
satisfactory measure of ‘is 
effect could be taken, because 
few neople canvassed admitted 
mrp 
ies 
te 
Ax 
the man 
from the 
Prudential 


Spearhead of the campaign was 

this advertisement with a dual 

purpose; to create confidence for 

the agent among members of the 

public, and self-confidence among 
the agents themselves. 


the influence of an advertisement. 

During the latter part of 1950, 
the Prudential decided to change 
the emphasis of its advertising 
Owing to the conditions produced 
by the war, many of the com- 
pany’s field staff were compara 
tive newcomers and it was felt 
that a special effort must be made 
to build up their standing with 
the public and to emphasise to 
the rising generation the nature 
of the service these Prudential 
representatives were able to give. 

The coupon was to be dropped 
and an approach found which 
would fulfil the need described. 
An idea was gleaned from //lus- 


at the isifins the veuntiinaia 
There is, to-day, much under- 


insurance against fire risk. The 

Lady in the Kiosk campaign 

Press and posters—is designed to 

stimulate this kind of business 

Copy stresses the service given 

by the company’s agents. There 
is No coupon. 


trated’s interesting feature describ- 
ing a day in the life of a Pruden- 
tial agent, The new advertisements 
would describe the policies and 
services the Prudential could 
offer and link them intimately 
with the men who brought them 


to the homes of the people. 
Hence, “Ask the Man who 
Knows”—*Ask the Man from the 


Prudential.” 

The Prudential believes that 
public reaction has been favour- 
able and responsive 

Almost equally important has 
been the reaction of the “Man 
from the Prudential” himself; 
working with a good deal of in- 
dependence in his specified area, 
often hundreds of miles from 
head office, he has been encour- 
aged by this build-up of himself. 
Being the company’s first point of 
contact with the public, the em- 
phasis on his importance has 
brought him new understanding 
of his position in the company’s 
organisation It has enhanced 
also nis sense of being a servant 
of the public. 

This policy has been carried 
further in the rural areas, where 
the Prudential is as strongly 
represented as in the towns \ 
caravan, manned by local field 
men, is set up at the principal 
agricultural shows. There the 
“Man from the Prudential” can 
meet and entertain his policy- 
holders and invite likely new 
ones. The reception of this sup- 
port has been most encouraging 
and there is now keen competi- 
tion to secure the use of the 
Caravan. 

The securing of new policy- 
holders by direct attack has not 
been abandoned. Magazine insets 
are being used very widely. After 
prompt acknowledgment. the 
replies are sent to the local staff 

again the personal touch—and 
the results are analysed in detail 
at head office 


What interests the Prudential 
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all the best... 


national advertisers use us for their 


display publicity. Why? Because our 


mechanisation enables us to handle long runs 
of screen printed cut-outs, showcards and 
posters at prices which compare favourably 
with any other process. You can be sure, 


of course, that the quality is superb. 


| 


Display Craft 


if 


| os | 
Te | 


National advertisers or their agents who are 


planning their New Year campaign, should make 


a point of asking us for a quotation. 

We save you fime, we save you money, and we 
give you a service second to none in the trade. 
We wish you all the best for the year ahead. 


88 Acre Lane, London, S.W.2. BRIxton 7871-4 
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Dont forget to refer to 
your copy when you 

are planning or 

considering a campaign! 


NORTHCLIFFE NEWSPAPERS 


Carmelite House, London, E.C.4. 


Music! Music! Music! 


Information regarding Television, 
Telephones and Radio may not concern 
YOU, but many manufacturers are 


very interested. 


gives just these facts, together with more than 


16,000 


other items of marketing information for 
70 Towns and Districts. 


GROUP LTD | 


R. H. Penney, Advertisement Director : 
Telephone: Central 6000 
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| Prudential advertising case history—Continued 


This caravan is in great demand among rural Men from the Prudential 
for agricultural shows and the like. 


is that of the successful jnquiries 
from this medium, over ninety 
per cent come from homes in 
which there was no previous 
Prudential connection. 

Another illuminating fact that 
emerges from analysis of inset 
response is that of the business 
written from insets placed in 
women’s magazines, just under 
ninety per cent are on male lives. 

hen it is realised that these 
insets usually advertise the family 
income type of policy—The 
Heritage—for male lives only, the 
inference is that in middle class 
as well as in working class homes, 
it is the wife who influences the 
husband’s life assurance pro- 
gramme. Or are men secret 
readers of women’s magazines? 

An equally important part of 
Prudential advertising is to bring 
home the present need to revise 
fire insurance and for the family 
wage-earner to cover himself 
against loss of earnings through 
incapacity caused by accident 
and sickness. Not only is there 
to-day much _— under-insurance 
against fire risks, but there is 
serious lack of any cover at all. 
To bring home the need for in- 
surance in these cases and the 
financial catastrophe which can 
follow fire and accident, the Lady 
in the Telephone Kiosk—an ad- 
vertisement which has attracted 
Wide attention and js used both 
as a Press advertisement and as 


a poster has been adopted. 

To sum up, the Prudential 
publicity department—with W. H 
Gollings & Associates, their 
agents—is now placing first em- 
phasis on service by building up 
the prestige of its representatives 
in the field. 

Wellington. when asked by 


PROOF OF THE 


POSTCARD 

To find out precisely how 
good the service of the Pru- 
dential really is, we sent off 
one of the reply-paid post- 
cards that was attached to a 
magazine insert. We expected 
prompt delivery of literature 
with a stream of follow-ups. 
In fact, three days later, the 
follow-up materialised. We 
received the personal attention 
promised: Two Men from the 
Prudential arrived, ready to 
explain the benefits of a dozen 
and one policies! 


Creevy what he thought of his 
chances of beating Napoleon in 
1815, pointed to a private of the 
line and said “It all depends on 
that article over there.” 

The Prudential knows that its 
good repute and future progress 
also depend on a certain “article” 
—“The Man from the Pruden- 
tial.” 


NINE THINGS TO TELL A NEW 
SALESMAN ABOUT ADVERTISING 


\ THEN a_ new salesman _ is 
engaged and in due course in- 
troduced to the advertising depart- 
ment, what should he be told. 
Printers’ Ink recently listed these 
nine points : 
1. How is the advertising prepared? 
Don't be afraid to bore him with 
techniques. 
2. What are the functions of the 
department? When you have told 
him, give him a list of all the func- 
tions, so that he will know what 
the department can do for him. 
3. Who is the advertising agency? 
Tell your new salesman exactly how 
the agency operates in relation to 
your company. 
4. How much does the company 
spend for advertising? If policy is 
to keep this information secret, tel 
new man this and give him 


approximate information. 
5. What is the company’s advertis- 
ing history? Is it a new advertiser? 
Show him the kind of advertising 
you used to do and tell him why 
the company became an advertiser. 
6. Who are the people in your 
department? Introduce the new man 
to all the people in your department. 
Show him that the advertising 
department is being run in an 
efficient. businesslike manner. 
7. Shew your competitors’ adver- 
tising. 
&. Ask the new man about himself. 
Better do this early in the conversa- 
tion. He may have left an adver- 
tising department to go into selling! 
To whom is the advertising 
department responsible? Tell him 
specifically why and to whom the 
advertising manager reports. 
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Local lad 


makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will “get on” as well as for those who 
have already “arrived.” 


t-i-2--— 


% Diarrom based on population: of selected 
Midiands town, when at last conmus. 
Bermunghem approximately ome muilison. 


To cover the Midlands first cover Birmingham 


° ° “ 
The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 
38 NEW STREET . BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, 
Redditch, Tamworth, Walsall and Wolverhampton 
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Christmas approaches — an occasion for our most 


ol, 


cordial greetings to friends. colleagues and associates 
in Advertising. Soon. we shall greet a New Year; 


one, we hope, of greater opportunity. with — its 


urge to us all to become still more progressive in 


act and outlook. 


kK wk wk 


DAILY MAIL ° THE EVENING 
WEEKLY OVERSEAS MAIL - 


ASSOCTATED NEWSPAPERS LTD 
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Associated Newspapers. who have long fought for 


enterprise treed from needless restrictions. believe that j 


Britain can at last move forward on the road to renewed 


‘ 


national prosperity. It is with confidence, therefore, 


that we add every good wish for your own progress and 


accomplishment during 1952. 


DIRECTOR OF ADVERTISING 


NEWS =§- SUNDAY DISPATCH 
CONTINENTAL DAILY MAIL 


EC4 


HOUSE 


LONDON 


RTHCLIFFE 
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Trade And Technical Advertising 


DecemsBer 13, 195] 


Trade Press Ads. Help To Keep Alive The 
Personality Behind A Brand Name : 


S comprehensively adver- 

tised branded products 
become more and more estab- 
lished as “must” lines for the 
retailer to carry, the organisa- 
tions behind them too often 
are allowed to retreat com- 
pletely out of ihe picture, tak- 
ing with them the personality 
which the goods themselves 
can never have. In normal 
times the loss is, perhaps, not 
of any great consequence, but 
when things are difficult for the 


They are personally addressing 
gatherings of chopkeepers in 
various parts of the country, put- 
ting forward details of their 
policies and plans, and seeking 
the retail! view 

Two examples of this “good- 
will mission” idea on the part of 
established branded goods manu- 
facturers made good editorial 
“copy” for the trade Press. The 
Grocers’ Gazette (November 10) 
reports an address by R. E. Huff 
man, a director of Lever Brothers 
and Unilever~lad.. to the Nor- 
wich Chamber cf Commerce, in 


RGANISATIONS behind branded products 
too often stay completely out of the market- 


ing picture. 


SCRUTINEER spotlights two 


manufacturers who keep their own personalities 

before retailers by consistent trade Press adver- 

tising and by explaining their firm’s policy at 
meetings of traders. 


trader, no matter what the 
cause, there is a very grave 
danger of the creation of a 
certain amount of animosity 
ind even resentment against an 
impersonal ‘name” which 
hasn't the ability to understand 
and sympathise. 

Topical and reassuring Trade 
Press advertising ,« of course, one 
of the most effective means avail 
ible to the manufacturer for re- 
taining his personality and show- 
ng his interest «mn his customers’ 
problems. There is, indeed. 
evidence of a growing apprecia- 
tion of this fact in the pages of 
the trade papers during the past 
few difficult months. Some makers. 
however, believe in going to even 
greater lengths to show their 
ippreciation of rctail difficulties 


DONALD MACDONALD 


. 64A BRIDGE ST., MANCHESTER 3. T 


which he declared: “In short. 
branding is the outward and 
visible sign of individuality on a 
mass-produced product or public 
service.” 

Mr. Huffman stressed that, in 
the case of consumer goods, 
there was little doubt that the 
brand system speeded up the dis- 
tributive machinery by facilitat 
ing the choice and speed of 
selection of goods at the point of 
sale. ‘t acted as 2 handle to help 
the trader to establish, jn the 
easiest way. his own reputation, 
and it Was a certain link between 
himself as a good merchant, and 
the consumer. ‘The distributive 


process was helped considerably 
by the way in which branded 
goods saved time in weighing and 
billing. and even selling over the 
counter 


(ADVERTISING) LIMITED 


92 FLEET ST., LONDON E.C.4. Tel.| CEN 9909 


DEA 6622 


“The branded manufacturers 
approach to retail problems,” was 
the title of an address given to 
the West of England Shoe 
Retailers’ Association by Mr 
J. A. Clark, of C. and J. Clark, 
Ltd. (Shoe and Leather News, 
November 8). He claimed that 
the important developments 
carried out by branded shoe 
manufacturers, particularly dur 
ing the post-war years, made the 
holding of an agency of increas 
ing benefit to traders 

Two examples of the develop 
ments he had in rind were multi- 
fitting shoes for women, which 
the retailer could offer now with 
comparatively "ttle stock risk, 
and the inauguration for the first 
time in this courtry of a range 
of children’s shoes in fittings. 
Both ideas had been of great 
benefit to the retail trade because 
the public had veen educated by 
the makers’ advertising to appre 
ciate that good fittings mean 
good health. 

Mr. Clark added that even 
though they might never, per- 
haps, be able to finance the 
return to the full in-stock system, 
they would get part way there. 
and under that system the selling 
of branded shoes was an enor- 
mous help to retail stock 
problems. 

* Ea * 


NSWERING critics who say 

that advertising of fish and 
chips i; a “senseless waste of 
money.” a writer in the Fish 
Friers’ Review suggests that they 
should look at what has been 
done by some of the biggest firms 
in the food industries. He 
pointed out that a_ detailed 
analysis of Press advertising for 
1950 shows that amount spent on 
the advertising of food and drink 
was higher than the amount 
spent on the advertising of any 
other class of commodity. It 
was the same in 1938, when most 
commodities were in ample 
supply and when our economy 
was comparatively free from the 
artificial influence of Govern- 
ment controls and shortages; and 


By SCRUTINEER 


it was the same during the lean 
years of the war. 

This article advocates that 
every frier should be brought to 
realise that advertising is a form 
of salesmanship which deserves 
his serious study. The writer 
says Ne is convinced that collec- 
tive advertising o: fish and chips 
would pay handsome dividends. 
But, he warns, the advertising 
must be on a realistic scale—not 
“a little advertisement now and 
another one when we have a 
surplus in the kitty”—and it must 
be planned for maximum results. 

* * ~ 

T the end of last year, Men's 

Wear invited a team of eight 
experts, drawn from different 
sections of the men’s clothing 
trade, to take part in a spon- 
taneous discussion on conditions 
the industry might come up 
against during 1951. The 
November 17 issve of the journal 
looks back to the eight-page 
report of the proceedings and 
records that the prophesies of the 
experts have turned out to be 
almost 100 per cent correct. 
Amonz the things which hap- 
pened as forecast were boom 
conditions in the early months 
of the year; tightening-up of 
trade after June; some lowering 
of quality standurds to counter- 
act price rises; and the General 
Election. 

The success of the idea has led 
10 preparations for a_ similar 
round-table discussion this year. 
At the end of December, Men’: 
Wear will publi,4 the views of 
ihe experts on what may be ex- 
pected for the trade in 1952. 

* % * 

A MILLION copies of an 

illustrated leaflet entitled 
Seven Ways to Make Coal go 
Further are being distributed as 
part of a nation-wide campaign 
for the better use of fuel in the 
home, which has been launched 
by the Coal Utilisation Council. 
says the Jronmonger (October 
20). Distribution js taking place 
through builders’ merchants. 


Continued on page 546 


mere: "= mia eg 
= — 7 
| ee 542 Pei ane es . 
= 
. af 
oe : 7 
; 7 | SCOR CORSE ETERS ESTE ET EES CSUR SSE ES SERS EEST TEESE SESE EE RESTOR TEE E SESE EeeReeeeseseeeees 
. 
; 5 ee 
ol | 
4 lhe d thd dtd ddd ddd Ltt ttt ttt ttt tttt ttt ie 7 
INDUSTRIAL ADVERTISING? J <2) “9On,,. | Ge 
; — iF - i Alb < zs 
mg i ei ae a a E = 
PS , ae » Bel S #e ' 
DM7 


et 


DecemBer 13, 1951 $3 ADVERTISER'S WEEKLY 


¥ 


7 . 6.9” 
a“ 
tad 


oie 
£ Be 


1951 


Editions 
Completely 
Sold out 
within a few 
months of 


publication 


The year-by-year increase in the popularity 
of these two authoritative annuals is a sure 
forecast of their greater-than-ever success 
in 1952. Constantly referred to throughout 
the year by both the enthusiast and the 
expert, “THE MOTOR YEAR BOOK” 
and “MOTOR CYCLING YEAR 
BOOK™” offer advertisers a complete year’s 


coverage at low cost. TEMPLE PRESS LIMITED 


BOWLING GREEN LANE. LONDON. £.C1 TERMINUS 3636 


Te MPL e) 
al 


THE AEROPLANE * PLASTICS ‘ THE MOTOR SHIP - THE LIGHT CAR © LIGHT METALS l i THE MOTOR © THE COMMERCIAL MOTOR ~ CYCLI ERSEAS ENG 
THE MOTOR GOAT AND YACHTING ~* MOTOR CYCLING PRESS oy 7d 


FARM MPCHANIZATION * THE OIL ENGINE AND GAS TURBINE 
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ADVERTISER’S WEEKLY 


Buyers flock to big 


ADVERTISER'S ANNOUNCEMENT 


Promotion 


4,000 see Parades sponsored by 
Leading Fashion Magazine 
N putting on the first-ever fashion show exclusively for the 


productions of Northern manufacturers, “‘Fashions and Fabrics” , 
the monthly magazine of the fashion and textile industries, recently 


scored another major success. 


“Fashions and Fabrics” took the Houldsworth Hall, one of the largest 
halls in Manchester, and transformed it almost overnight from 
austerity to the right atmosphere of elegance. Brown-paint walls 
disappeared behind cream panelling and glamorous displays of 


fabrics by leading manufacturers. 


* Boosting trade is 
part of the publishing 
job”—says V. G. Sherren 


\ G. Sherren (on right) joint 
idvertisement director of National 
Trade Press Ltd., (publishers of 
fashions and Fabrics) is here seen 


discussing textile trade conditions 
with Sir E. Raymond Streat, C.B.E., 
Chairman of the Cotton Board, at 
the Fashions and Fabrics parade and 
exhibition recently staged in Man- 
chester as a fillip to sluggish trade. 
“Anything that helps trading con- 
ditions along is part of our job,” 
says V.G 


An impressive proscenium arch, 
Stage and “runway” were built. 
Massed ‘flowers and banks of 
flood-lights were laid cn. 

In this ' setting, “Fashions and 
Fabrics” showed the products of 
twenty-four textile firms and twenty- 
two fashion makers-up, in a show 
which attracted over four thousand 
buyers, from all over the country. 
“This isn't a mere spectacle—it's a 
down-to-earth show,” said a 
Fashions and Fabrics spokesman 
before the event. “Every item is 
right there—in an actual range- 
available and buyable. Buyers are 
busy people, and it’s up to us to 
be practical.” 

Leading mannequins both from 
London and Manchester were 
engaged for the show, which 
extended over four days, with two 
parades a day. 

All fields of fashion, from sun- 
frocks to evening wear, wete fea- 
tured in the show. 

One exhibitor worked day and night 
to replace the garments lost in a 
fire just prior to delivery to the 
Organisers, sO anxious was he to 
participate. They arrived on time. 
Interesting advertisement link-up 
carried the exhibition to all fashion 
buyers in the British Isles. The 
December and January issues of 
Fashions and Fabrics carry exhibi- 
tors’ announcements 1nd reproduc- 
tions of some of the garments and 
fabrics shown. 


TRADE BY THE COACH-LOAD 
Magazine runs four-county shuttle service 


to get Buyers 


Buyers in hundreds were transported 
from their home towns to the show 
by a special fleet of coaches provided 
by Fashions and Fabrics, sponsors of 
the event. 

From Leeds, from Sheffield, from 
Chester, from Harrogate, from 
Southport, from various other im- 
portant centres of trade all over the 
North of England, leading trade 
buyers were brought to the parades 


At the Fashions and Fabrics show, 

reader Taylor (right), of 

Marshall & Snelgrove, talks to 
editor Stanley Mason. 


Example at random: evening dress in Calpreta-finish printed rayon crepe by 
Fothergill and Harvey, Manchester; skilfully made up by Lucie Talbot Models 
Ltd., also of Manchester. Fashions and Fabrics stipulated that every garment 

shown must be available for buying, not a mere showpiece. 


THE PARADE 
IN PROGRESS 


Part of the scene at Houlds- 
worth Hall, Manchester 
when, in a four-day all- 
Northern event put on by 
Fashions and Fabrics as a 
stimulus to business, four 
thousand buyers. came to 
see what the North could 
show them and sell them 
for spring. Some of the 
fabric displays which were 
built all round the hall can 
be seen in the background. 
Press and buyers alike 
acclaimed the event en- 
thusiastically. In addition to 
the 86 models paraded, speci- 
men ranges from 24 fabric 
manufacturers were on view. 


Northern 


December 13, 1951 


buying again 


as the guests of Fashions and Fabrics 
Something of a local traffic problem 
was created by the coaches arriving 
throughout the afternoon and up to 
a few minutes before the start of 
each show. “Timing was perfect in 
spite of some bad weather on some 
routes,” reported an N.T.P. trans- 
port officer. ““We got every party 
here on schedule.” 


Organ Stops— 
But Out Of Sight 


““What’s happened to the organ?” 
asked amazed local buyers, at their 
first glimpse of Manchester’s Houlds 
worth Hall, transformed for the 
recent Fashions and Fabrics manne- 
quin parades. This full-size concert 
organ was just one of the problems 
tackled by the back-room boys of 
National Trade Press in putting on 
their big show. It couldn’t be 
moved; but it had to be optically 
out the way. So it was built-in as 
the foundation to an imposing 
staging arcade, with rich theatre 
curtains and banks of flowers. 


Brand-Wagon: 
A to Z 


An interesting and perhaps signifi- 
cant feature of the Fashions and 
Fabrics show in Manchester was the 
number of noted brand-names which 
were among the garments or fabrics 
featured. 

The following are among those 
noted in a quick check-up: Adas, 
Aquachute, Arranmoor, Balcora, 
Black Arrow, Calpreta, Cepea, 
Chesro, Climatic, Corsonia, Danni- 
mac, Dorn, Eagletex, Fabricade, 
Fothergay, Grafton Anti-shrink, 
Jancourt, Jeannic, Kathwyn, Kels- 
tree, Kirksyl Melba, Lova, Lystav, 
Rosecroft, Sevendale, Sterlsyl, Tebi- 
lized, Terres, Tobralco, Touchstone, 
Valstar, Water-lily and Zyl-con-ette. 
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MMe ovose enjoys an impregnable 


“fieSition among Norwegian news- 
‘ oN excelling in circulation as 


in volume of advertisement 


ed net circulation is: 
Morning Edition 139,159 
Saturday mt - 157,682 


In other capitals it is frequently the 
case that two or more papers com- 
pete for ascendancy. In Oslo 
Aftenposten is unrivalled, no com- 


petitor seriously challenging — its 
position. 


Advertising representatives: 
Joshua B. Powers Ltd. 
14, Cockspur St., London, S.W.|! 


Tel.: Whitehall 3366 
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Oslo is a natural centre for the country’s 
commerce, industry and culture. The King, 
government and the highest authorities in 
the land have their seat here. The Press of 
the capital, therefore, is not confined to 
Oslo for its reader public, but extends its 
circulation far beyond the boundaries of the 
city and even of the country itself. 
Arbeiderbladet holds a leading position in the 
Norwegian Press, both as an advertising medium 
and as a newspaper which moulds opinion. 


Full information re circulation, class of readers, and advertisement rates will be 
gladly given by the representative in Great Britain 


Colin Turner (London) Ltd. 
122 Shaftesbury Avenue, London, W.| 


Phone: GERrard 7459 
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Holmenkollen, the famous home of Norwegian skiing 


Learn to know Norway 


through 


1952 and the eyes of the world are 
turned with interest upon Oslo— 
the capital of Norway and centre 
for the VI Olympic Winter 
Games. Holmenkollen, the famous 
ski-jump is well known to lovers 
of Norway both in Britain and 
further afield and amongst the 
many enthusiasts for all Nor- 
wegian sport are keen business 
men who look to Norway for 
trade as well as pleasure. 

What can Norway offer British 
exporters? What should they 
know about Norway? How can 
they sell to the Norwegian 
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market? All these are questions 
answered by Gumalius og Re- 
klame, Oslo. 

We are an old established agency 
with modern methods and a net- 
work ot world wide connections. 
Many well known international 
advertisers will affirm that we 
handle their export problems 
with a full understanding of the 
policy behind their campaigns 
abroad. To go-ahead British 
exporters we offer a speedy, 
reliable and efficient service to- 
gether with an excellent know- 
ledge of the Scandinavian markets 
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the agency that is one jump ahead 
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Bergen, the capital of Western Nor- 
way, is the second largest town and 
shipping centre in Norway. 


Bergen, the seat of the Norwegian 
Directorate of Fisheries, is the most 
important town of the fishing indus- 
try, and the home of the Norwegian 
textile industry, it is a fast growing 
industrial centre. 


Bergens Tidende has a 95 °,, coverage 
in Bergen and is the main advertising 
medium of Western Norway. 


Bergens Tidende 


capital Oslo. 


LONDON iW 
iO} ce || ae 
14 Cockspur Street 


id London, S.W.! 
ul Whitehall 3366 


U.K. Representatives : 
Joshua B. Powers, Ltd. 
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NORWAY 
A Survey of Markets and (Media 
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ITH a total population of only 3,200,000, Norway may be 

considered a small market by the majority of export manu- 
facturers of branded goods. Yet this market for decades seems 
to have been worth while caring for, as it offers particular possi- 
bilities on account of the social and economic conditions prevailing 
there. 

Many years before the outbreak of World War II the income 
of the nation was fairly well distributed among all classes of the 
community. There was practically no poverty, and very few rich 
people. Since the war there has been a further development in 
this direction as a result of the Government's policy concerning 
wages and taxes. 

The standard of living is still very high, higher than in most 
other European countries, and the educational standard of the 
people corresponds to this. Norway, therefore, is a quality 
market where new goods, new inventions and improvements may 
always expect to meet with sound consideration and a fair chance 
provided they are presented in a way that will appeal to the 
public. 

Imports in modern times always have exceeded exports, the 
balance being paid for by the income of the big Norwegian 
mercantile fleet and of the tourist traffic. In 1949 (last statistical 
figures available) the ratio was: imports about £211 millions; 
exports about £107 millions. 

Most foreign supplies have for many years been taken from 
Great Britain. “British” and “Quality” have always been 
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In a message to ‘Advertiser’s Weekly,’ 


TOROLF BECKER, 


president of the Norwegian Advertising, Association, says:— 


Advertising is the key 


synonymous in Norway, and the fact that both people fought 
side by side in the last war naturally has increased the sympathy 
for British products. 

Imports from Great Britain in 1949 represented 27 per cent of 
total Norwegian imports, and more than 30 per cent of imports 
from all other European countries combined. 

About one-quarter of the value of these imports in 1949 related 
to ships built in British yards, the remaining three-quarters 
representing branded and unbranded goods of all kinds from 
locomotives, motor cars and tractors to vacuum cleaners, tools, 
watches and buttons, yarn textiles and garments playing a very 
important role. 

Many of these products are sold with the help of advertising, 
and advertising presents itself as a particularly valuable means in 
a country of such vast extent and with so dispersed a population 
as Norway. 

Dailies, weeklies and trade papers are there to cover all the 
market (even if space in the weeklies is very scarce at present), 
and agents, importers and retailers are ready to deal with the 
distribution of goods. 

It would seem advisable, therefore, that British exporters 
interested in extending their sales even on a moderate scale, 
should study the import statistics and investigate market conditions 
in Norway with a view to utilising for their own benefit the good- 
will which the British people and British goods enjoy among 
the Norwegians. 
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is Norway's 
leading supplier, 


and her biggest customer 


HE bulk of Norway's 

exports are made up of a 
relatively limited selection of 
items. The greater part of 
these products stem from in- 
dustries producing most of 
their wares from domestic raw 
products as well as trom those 
commanding rich supplies of 
cheap hydro-electric power. 

Included under these two head- 
ings are the wood-processing in- 
dustry, the electro-chemical and 
electro - metallurgical industries, 
and those industries concerned 
with the various phases of fish 
processing. Together they pro- 
duce over 70 per cent of the 
wares which Norway offers for 
sule each year. 

The wood-processing industry 
is of greatest importance as a 
source of export products, pro- 
viding from 25 to 30 per cent 
of the country’s total exports. 
Electro-chemicals and electro- 
metallurgicals total 25 per cent 
of the same figure, while fish, 
and whale processing plants pro- 
vide 15 per cent. Approximately 
half of the remaining 30 per cent 
is made up of fish. Other exports 
include agricultural products, 
machines and equipment from 
the iron and metal-working in- 
dustries, mineral products and a 
selection of sports and handicraft 
items 

Norway's export industries 
were particularly hard-hit by the 
war. By 1945, export industry 
production had sunk to about 42 
per cent of the 1938 level, and 


export volume to 30 per cent. 
With the war's end, however. 
exports increased gradually as 


supplies of foreign and domestic 
raw materials improved, and 
various factors curbing produc- 


tion were removed. This led to 
a fourfold increase in export 
volume between 1945 and 
1947-48 


Britain takes lead 

from Germany 

Since 1947-48, the increase in 
the volume of exports has been 
based mainly on an expansion of 
productive capacity, reflected, first 
and foremost, in increased output 
of nitrogen fertilisers and other 
chemical products, ferro-alloys, 
aluminium and certain fish. pro- 
ducts 

Di‘ficult market cenditions in 
1949 prevented exports from in- 


by NILS M. APELAND, 


Information Officer, Norwegian Export Council. 


Germany used to be Norway’s No. | 


supplier. 


Since the war, however, 
Britain has moved up into first position. 
The British goods the Norwegians 
want include ships, machinery, non- 
electrical appliances, metal products, 
clothing, yarns, thread and fuel. 
Germans are out to regain supremacy 


The 


in this market, and Britain must fight back if she is 
to maintain her position. 


creasing to any noteworthy extent 
that year, though productive 
capacity of the export plans rose 
sharply. Most of these were, 
therefore, holding large reserves 
in 1950 when market conditions 
again improved, and exports for 
that year, therefore, mounted 
rapidly. Stock piles from the 
previous year were sold in addi- 
tion to the current output, bring- 
ing 1950 exports a full 25 per 
cent above 1949 and—for the 
first time—surmounting pre-war. 
There is reason to believe that 
this increase will continue. 

By and large, the geographical 
distribution of Norway’s exports 
is still much the same as before 
the war. While Europe in 1939 
bought a full 77 per cent of the 
country’s total sales abroad, this 
same area took 70 per cent in 
1950. 

Of individual _ countries, 
Great Britain is beyond doubt 
the most important market for 
Norway's export wares, Before 
the war, she was second only to 
Germany as an import source 
and was the largest purchaser 
of Norwegian exports. Since 
the war, however, Great Britain 
has moved up to assume 
Germany's position as a num- 
ber one import source and is 
to-day the leading purchaser 
and supplier among all the 
countries with which Norway 
does business. 

Great Britain has maintained 
this position throughout — the 
whole of the post-war period, 
steadily increasing its significance 


as a source of wares for the 
Norwegian market, until to-day 
22 per cent of Norway's imports 
originate in Great Britain against 
17 per cent. Concerning Nor- 
wegian exports, Great Britain is 
still the largest single purchaser, 
though her relative significance in 
terms of over-all percentage has 
been reduced: where some 24 per 
cent of Norway's total exports 
went to Great Britain before 
1939, that figure has recently been 
holding at slightly over 18 per 
cent. 


Market for ships, 
machines, fuel, yarns 


Great Britain is among 
Norway's most important sup- 
pliers of ships, with a consider- 
able percentage of new deliveries 
originating in British yards since 
the war. In addition, however, 
yarns, thread, yard goods and 
clothing have made up the largest 
single classification among British 
exports to Norway and Britain is 
the country’s leading source for 
these wares. Other imports from 
Great Britain include fuels, iron 
and steel, non-electrical ap- 
pliances and machines and various 
metal products. 

Recently, however, German 
deliveries of these wares have 
been increasing, concurrent with 
Germany's determination to re- 
gain her position as Norway's 
number one import source. This 
is seen in statistics showing 
Germany’s advance from ninth in 


1947 to fifth in 1950 among the 
exporting lands of greatest signifi 
cance for Norwegian foreign 
trade. Mid-year statistics for 
1951 indicate further that Ger- 
many will in all likelihood move 
up into fourth position. Greatest 
increases in German deliveries to 
Norway have been in machines, 
electrical equipment and  ap- 
pliances and chemicals, and there 
is much to indicate that these 
advances have been made at the 
expense of British exporters. 

Norwegian exports to Great 
Britain are headed by pulp, cellu- 
lose and paper, with other im- 
portant classifications jncluding 
fish and fish products, fish and 
herring meal, aluminium, zine and 
ferro-alloys, and sweetened fats. 
Britain's import free-listings are 
sufficiently extensive to provide 
Norwegian wares with excellent 
Opportunities to compete in the 
British market. 


Timber trade 

difficulties 

Nevertheless, there are still 
certain Norwegian items—includ- 
ing sild sardines and building 
granite—which Britain's import 
restrictions have made difficult 
to sell there. Norwegian lumber 
exporters, too, have encountered 
difficulties in their attempts to 
satisfy former British customers. 
Here, however, it is Norwegian 
export restrictions which have 
curtailed lumber exports. Domes- 
tic requirements for this particu- 
lar product are still so great that 
the authorities have found it im- 
possible to permit any extensive 
lumber sales abroad. 

Norway's second most import- 
ant market area is North and 
Central America. Sales to these 
countries have also shown a 
promising increase since 1945, 
now making up 12 per cent of 
the total export, against a mere 
3 per cent immediately following 
Norway's liberation in 1945. 

This normalising of exports 
has not excluded certain adjust- 


ments in other market areas, 
however. As an_ example, 
deliveries to Africa, Asia and 


Australia combined now make up 
some 11 per cent of the country’s 
total foreign sales, against slightly 
over 8 per cent in 1945. Nor- 
wegian exports to South America 
have also risen most encourag- 
ingly since the war. 
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illustrations are 


keys to the Norwegian market 


HILE it must be remem- 

bered that there is no free 
importation of goods into Nor- 
way from Great Britain, so that 
methods of marketing cannot 
be generally put into practice, 
the day will surely come when 
British exporters will need to 
sell in Norway. 

A study of some of the charac- 
teristics of the Norwegian market 
may not, therefore, be out of 
place even at this time. After 
all, Norway needs to import both 
consumer and production goods. 
and will do so just as soon as her 
merchant shipping fleet, her wood 
and woodpulp industry and her 
fishing activities earn sufficient 
foreign currency to enable her to 
pay for these imports. 

The Norwegian market is not 
enormous. There are only just 
over three million people living 
there, and it should be noted that 
most of these live around the 
coast. The market must largely. 
therefore, be considered as lying 
along the edge of a set of moun- 
tains, in a countrv where com- 
munications are difficult, but of 
the utmost importance. It has 
been said that while the fares in 
Norwegian trains are expensive. 
as the trains run slowly you get 
value for money. 


Population is 
not concentrated 


The Norwegian market, even 
in its restricted area, is neverthe- 
less not at ali concentrated. The 
towns are not large. Oslo has about 
400 thousand inhabitants, but the 
next in size, Bergen, has only just 
over cne hundred thousand; and 
only 15 per cent of the total 
population live in the four 
largest towns. Rather more than 
half the total, in fact, live in the 
country. Since only some 5 per 
cent of the jand is cultivated, you 
will appreciate the scattered 
nature of the Norwegian market. 

This, in my opinion, is respon- 
sible for the most notable Nor- 
wegian characteristics, individua- 
lity. To start with, you must not 
call Norwegians “Scandinavians.” 
They do not disiike the Swedes 
or the Danes, but they are Nor- 
wegians and intensely proud of 
the fact. There is a tendency for 
foreigners to sell to the Nor- 
wegians in the same way as to 
the other Scandinavian countries 
which is, in my opinion, a great 
mistake. They are citizens of 
Norway and you must treat them 
as such 

This individualitv results in a 
dislike of being taught. You 
may suggest, in a subtle way, but 


by HENRY DESCHAMPSNEUFS, 


Head of the Overseas Department, F. C. Pritchard, 
Wood and Partners Ltd. 


Before selling in Norway| it is essential to understand 


the 


you cannot order. It is not that 
good advice will not be taken; 
it is really that this will never be 
admitted, so that by far the better 
approach is to suggest. Then. 
when the suggestion is acted 
upon, the Norwegian will be 
able to say to himself that it was 
all his own idea anyway. In ad- 
vertising, you can see how the 
copy approach is thus automati- 
cally narrowed and quite sharply 
defined. 

At the same time as you sug- 
gest to a Norwegian that he 
might like to buy a particular 
commodity or service, you also 
need to give him the facts on 
which he can base his judgment. 
Intensely sincere, a Norwegian 
loves to get down to things in a 
straightforward way, so that he 
will at once ask the price of the 
article, its value and the simple 
reasons why you feel he should 
buy it. If you study Norwegian 
advertising you will see that it is 
very down to earth and matter 
of fact. and is, frequently, the 
exact opposite of the more in- 
direct approach favoured by so 
many continental peoples. A 


Simple prose . 


A GLANCE at a daily news- 
paper, or at one of the 
excellent illustrated weekly 
journals, will show that Nor- 
wegian advertisements have a 
striking resemblance to those 
we are accustomed to see in 
British or American publica- 
tions. 

This does not imply there is no 
difference. Norwegian advertis- 
ing has its own individuality, 
but it has learnt much from 
western lands. In its develop- 
ment during the last 50 years, it 
has been constantly inspired and 
encouraged by impulses from 
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sidelight on this point that has 
always struck me is the Nor- 
wegian’s love of statistics. The 
most detailed figures are pub- 
lished every year and most care- 
fully studied. 

On the other hand, living such 
a scattered life, there is a slight 
tendency for Norwegians to have 
a rather narrow attitude towards 
life. Their life is not, on the 
whole, tremendously exciting. 
and they have to rely on them- 
selves to a large extent for their 
education and amusement. This 
leads to a somewhat slow re- 
actions towards life, and you 
must always keep this slower 
pace ‘n your mind when creating 
Norwegian advertising. They like 
titles, even though they are one 
of the most democratic peoples | 
know, and each small town has a 
very set social life, which runs 
according to a_ well-defined 
pattern. 

To distribute goods to the 
Norwegians, you will need to 
take things slowly, but remember 
that shopkeepers do in fact form 
a large part of the better off 
people in a town. For consumer 


across the North Sea 
North Atlantic. 

Norwegian character has been 
called “heavy and serious.” Our 
great national poet, Henrik Ibsen, 
had in his lifetime a reputation 
in English-speaking countries. 
strongly resembling that of “the 
gloomy Dean.” And it can 
hardly be denied that Norwegian 
mentality has been somewhat 
coloured by centuries of confine- 
ment among frowning mountain 
peaks, illimitable forests, and 
fjords bounded by cliffs a mile 
and a quarter high. 

In the advertisements he reads 
the Norseman wants facts. not 


and the 


us “Blenheim” 


HEALS 


of London 


€ S&T WALSAA 


This Heal’s advertisement illus- 
trates points to watch for when 
advertising in Norway. It has 
‘a simple, direct quality which 
appeals to the matter-of-fact 
outlook.”’ (See page 16) 


goods there is an abundance of 
retail outlets, especially grocers, 
bakers, tobacconists and books 
sellers, 

One or two points to bé 
remembered here are that thé 
grocers generally also sell what 

Continued on page 16 


- nothing flamboyant 


by THOR BJORN SCHYBERG, 


Co-director, Forenede Advertising Agency, Oslo. 


fine writing or juggling with new 
literary word-forms: when the 
flamboyant copy of many modern 
foreign advertisements is trans- 
lated into the humble prose of 
Norway the result is often, to say 
the least, disappointing. 

Copy intended for use jin Nor- 
way should be informative and 
concise—giving facts and induce- 
ments, without frills or aoa. 
This does not mean that the Nor- 
wegian has no sense of humour. 
Like his British kinsman he 
enjoys a joke, and humorous 
advertising is often used 


Continued on page 14 


i 5 ea aa ie 
ee) 5 a ee r 
si 
<j 
Ry. 
: 
ee ; 
¢ 
ee Eee . 
- Sette! VF VE — 3 
; or F am ga 
ee == - oe gi x 
| ee he , 7 
= a 4 & ' Ls 
FT 
<« ; 
a | 
t 
ig 
a | 
| po ws Po 
| 
ee : 
iw 4 
il 
a 
rn 
2, 
© tf 
; 
es b 
| Z 
——_ | 


ADVERTISER'S WEEKLY—Norway Supplement 


Publicity has grown up the hard way, but now— 


DECEMBER 13. 1951 


Nine associations stand united for 


the good of Norwegian advertising 


THE “grand old man” of 

Norwegian advertising is 
Robert Miller, of lrish extrac- 
tion, who settled in Norway at 
the beginning of the century, 
and who, more than any other 
individual, was _ responsible 
for the inception of modern 


‘advertising in the country of 
‘his adoption. 


Originally en- 
gaged on the publishing side 


‘of the tourist trade, his duties 


required that he should interest 
himself in early forms of ad- 
Vertising, and from there, it 
was but a step to a career in 
advertising pure and simple. 

Once the change-over was 
made, advertising absorbed his 
whole time and interest: hence. 
a few years before World War !. 
he inaugurated the first series of 
lectures ever given in Norway 
an the art and practice of adver- 
tising. Shortly afterwards Miller 
launched the pioneer Scandi- 
Mavian = advertising journal 
Romilla Review. By 1914-15, 
there were advertising businesses 
(scarcely the modern agency, but 
the pioneer form) in Oslo and 
Trondhjem; and by 1918 Nor- 
way'’s first advertising schoo! 
opened at Oslo Bérs 

This school has for 33 years 
exerted a considerable influence 
on the development of both sales 
and advertising techniques. 
throughout Norway and, of 
course, has been the starting- 
point of many of the leading and 
most successful figures in adver- 
tising to-day. 

Early advertising. as handled 
by the pioneer businesses at Oslo 
and Trondhjem, was not neces 
sarily good advertising; it was 
often lacking in principle. 

To the men of goodwill and 
principle whose objectives had 
never wavered in their ambition 
to “sell” advertising to Norway. 
this position merely presented a 
double challenge: firstly, to 
spread a wider understanding of 


Editor, Propaganda,” 


the principles and possibilities to 
good, clean, honest advertising; 
secondly, to fight ruthlessly 
against all unsavoury and un- 
truthful so-called advertising. 

From their inception, Nor- 
wegian advertising clubs were 
organised on British lines They 
are primarily social organisations 
at which all who are interested in 
any reai way in advertising may 
interchange ideas and ideals and 
discuss advertising practice on 
common terms. The typical club 
in Norway consists generally of 
about 90 per cent advertisers, 
publishers. agents: and about 10 
per cent of individual creative 
men. 


Ethical standards 
are now established 


The pioneer work of ensuring 
a high standard of ethics in Nor- 
wegian advertising is now 
finished. But careful watch is 
kept that those standards are 
maintained In this watch-dog 
work, the advertising clubs play 
their part, but they are not alone 
A 10-man committee of leading 
advertising execuiives is mainly 
responsible for the encourage- 
ment of highest ethics in Nor- 
wegian advertising practice, and 
for advising any advertiser or 
agent at policy level upon prob- 
lems connected with ethics of ad- 
vertising. In addition, some years 
ago an Advertising Control Office 
was established. to act as central 
“clearing house” for current ad- 
vertising problems, at slightly 
lower level than those dealt with 
by the 10-man committee. It is 
also the function of this office to 
publicise advertising among the 
businessmen of Norway. by en 
couraging the ever-increasing use 
of good advertising 

The advertising organisations 
and clubs w ictively concerned 
with the establishment of Nor 
way’s University of Commerce 
situated in Bergen. This Univer 
sity has encouraged all Norwegian 
business schools to include adver 


by J. LUNDE, 


Organ of the Norwegian Advertising Association. 


Norwegian advertising owes its inception to an Irishman, Robert Miller, 
who settled in Norway early in the century. The story of its develop- 
ment and organisation from those early days—through an unethical 
period shortly after World War I—are described here. 
the story are the formation of the Norwegian Advertising Association in 
1931 and—a logical step—its renaming as the Norwegian Sales 
and Advertising Association after World War Il. 
Association, which incorporates nine major affiliated bodies is 2,000. 


tising in their curriculums, and 
has exerted a steady pressure 
through Press and other means, 
to bring to Norwegian manage 
ments a fuller realisation of the 
tremendous importance of wise 
and jmaginative personnel train- 
ing. 

In 1946 the first Norwegian 
school of retail salesmanship 
was opened, also in Bergen. 
Again, the leadership of Nor 
wegian advertising was largely 
responsible. There is admirable 
co-operation between all the dif 
ferent units of advertising “con 
trol.” For example, there are 
joint committees made up of 
members of the several organisa- 
tions, which deal with “doubi- 
ful” classified advertisements, and 
with the genuineness of certain 
charity advertising. 

Unti! 1926-27, advertising was 
commissioned mainly by the 
businesses in Oslo, Trondhjem 
and Bergen, and their advertis- 
ing outlook was naturally some 
what narrow. [tn 1927, however. 
the organisers of the Internationa! 
Advertising Congress extended 
invitations to certain Norwegian 
houses to send delegates to 
London, and Norway suddenly 
became aware that there were 
international spheres of advertis- 
ing activity in which she should 
be represented more fully. A first 
step towards merging with the 
world advertising organisations 
was therefore taken with the for- 
mation of the Norwegian Advertis- 
ing Association, and this has since 
been the national headquarters of 
Norwegian advertising. 


Scandinavian A.A. 
formed in 1931 


In 1931 another forward step 
was taken with the formation of 
the Nordisk Advertising Associa- 
tion—bringing together the in- 
terests of Norway. Denmark. 
Finland and Sweden. Three 
representatives from each country 
plan the Nordisk International 


Highlights in 


Membership of the 


Congresses, originally convened 
on alternate years, but now held 
every third year. The sixth of 
these congresses, in Bergen in 
1950, was attended by over 500 
delegates. 

Since 1922, the organ of Nor- 
wegian advertising has been 
Propaganda. With the inception 
of the Norwegian Advertising 
Association, Propaganda became 
the official organ of Norwegian 
advertising. 

The war years, and in particu- 
lar, Of course, the occupation by 
the Nazis, brought grave prob- 
lems to Norwegian advertising. 
The Nazis passed a so-called law 
which, in effect, placed all media 
under their control. When libera- 
tion came, the old threads were. 
however, soon picked up. Natur- 
ally. occupation and liberation 
brought about abnormal mar- 
keting conditions. Again “un- 
ethical” advertising began tc 
appear. But now the organisa- 
tion of advertising bodies was 
ready to handle the issues before 
it firmly and with the added con 
fidence of longer experience. 

This interesting cycle of events. 
however, brought with it greater 
marketing problems than ever 
before, problems concerning ad- 
vertising and marketing jointly. 
After consultation with marketing 
experts, it was therefore decided 
that the name of the association 
should be changed to the Nor- 
wegian Sales and Advertising 
Association, and Propaganda, the 
official organ, took the new sub- 
title Sales & a 

Together, Norwegian sales and 
advertising organisations have 
made tremendous strides in the 
post-World War Il years. To- 
day, nine major associations and 
clubs under the leadership of 
lorolf Becker nave a combined 
membership of over 2.000, and 
all the men of goodwill in sales 
and advertising stand together, 
determined to regain for Norway 
her rightful place in the world’s 
economic patiern. 
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Norway Supplement—ADVERTISER’'S WEEKLY 


Mass and Class Circulation 
in Norway 


| 


It you want to advertise in Norway on a 
national scale, the Norwegian edition of Reader’s 
Digest—Det Beste—offers you the largest number 
of worthwhile prospects at very low cost. 


Read By One Out Of Every 
Five Adults 


According to Gallup, Det Beste is read by 
around 20°, of the adult Norwegian popu- 
lation. The breakdown of the readership, given 
in the box onthe right, shows that you reach 
a mass market which also includes one out of 
every four households in the higher and middle 
income groups. Its readership is also strongest 
in the younger age-groups where spending is 
most active. 


Only a limited number of advertising pages 
can be accepted in each issue, due to paper 


Facts about Det Beste 


Average net paid circulation in the 
first ten months of 1951, 184,808 
copies. 


Read by 20°, of the adult 
population. 


Read by 27°, of all men. 
” » 14°. ,, 5 women. 


Read by 27°, 


of age groups 18-29 
2° 


oo” 30-39 
40-49 
50-64 
65 


of the well-to-do 
1°, 5, 5» middle-class 
° 99 9) Working-class 


rationing. You will be wise therefore to reserve 
space as soon as possible. Bookings can be *, of urban population 
made from the London office of The Reader’s °\ tural 
Digest, at the address below. 


” 


Advertising Rates 


SINGLE PAGE SERIES DISCOUNTS 
ack & Wh: | A discount of 15°, is given on 12 insertions 
067 & W re A discount of 10°... ,. = 
-colour Adiscountof 5° ., 4.) 45. ss 
4-colour £145 in any 12-months period 


oo 


(Subject to maintenance of present rate of exchange) 


Det Beste 


fra Reader’s Digest 
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The Norwegian Press 


Over 200 newspapers—40 with 
colour—serve 930,000 homes 


by O. KIRKVAAG, 


Director, Association of Norwegian Newspaper Publishers. 


ORWAY, with her 

3,300,000 inhabitants 
(930,000 families), has over 
200 newspapers. Every day 
each family buys on an average 
1-5 newspapers. 

This intensive newspaper- 
reading reflects the importance of 
the Norwegian newspapers as a 
source of information and as 
advertising media Almost half 
of them are dailies. Ten are 
published in the capital. The 
remainder of the dailies are pub- 
lished in the bigger cities in the 
country. A little over half of 
the 200 dailies appear from 2 to 
4 times a week and are published 
in smaller towns. 

he Oslo newspapers have a 
total circulation of 470,000 (indi- 
vidual circulations varying from 
20,000 to 150,000). The dailies 
ir the other big cities have a total 
circulation of roughly 750,000. 
Those newspapers that appear 
only two, three or four times a 
week, have a total circulation of 
approximately 350,000. 

Classified according to 
political colouring, 
show these figures: Conserva- 
tive 485,000; Liberal —380,000, 
Labour—-335,000; Independent 
265.000; Farmers’ 80,000: and 
Communist — 25,000 


their 
circulations 


80-85 per cent of 
readers are subscribers 
Approximately 80-85 per cent 

of total circulations is made up 
of subscriptions, the newspapers 
being delivered partly by special 
carriers and partly sent through 
the mail 

During the German occupation, 
approximately two-thirds of the 
Norwegian newspapers were 
banned. In the course of the 
siX post-war years practically all 
the banned newspapers have 
appeared again, and the country 
now has the same number of 
newspapers as before the war. 
The total circulation has increased 
by 80 per cent above the pre-war 
level. 

The contents 
technical equipment of the 
Norwegian newspapers in 
particular the dailies—are of 
high quality. Approximately 
40 of the dailies can print in 
two colours. 

Norway is a large country, but 
the population is small. The 
country has nonce of the large popu- 
lation centres common to Great 


and the 


Britain and other European 
countries. The population is, 
generally speaking, evenly distri- 
buted, with approximately one- 
third in 60-odd cities. The re 


maining two-thirds of the popu- 
lation live in the rural districts. 
These characteristics make the 
daily Press an outstanding adver- 
tising medium. 
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The trade papers reach a selective 
market at reasonable .cost 


HE international advertiser 

planning his campaign for 
Norway may often intention- 
ally avoid the trade Press. This 
can be an unhappy decision, 
as the appearance of his adver- 
tising in the trade’s magazine 
would bring him goodwill and 
the certainty that he was not 
opening consumer advertising 
before the trade were fully 
informed. 

His decision, however, can be 
understood. In a country with 
three and a quarter million in- 
habitants. there are well over 
1,500 papers registered at the 
Post Office. of which about 400 
are trade journals. Consequently 
many of these trade papers have 
small circulations and hardly any 
are comparable with the leading 
British trade publications. 

The advertiser may well be 
dismayed with this forest of 
Norway's trade Press and believe 
that the advantages he will obtain 
from the daily Press can fully 
cover his needs. 

It is no acciden: that repetition 
in the daily Press sells to trade 
and consumer. But is this always 
the most economical method? 
Will a closer investigation into 
specific trade magazines produce 
a cheap. complementary. media. 
with a more concentrated reader- 
ship, stronger buying power? 

Norwegian trade journals are 
numerous and modest too 
numerous and too modest to be 
lightly considered or waved aside. 
The Norwegian Trade Press 
Association with its ninety mem- 
bers can be relied on to give full 
information about its member 
publications. but does not cover 
the field as a whole 

Few trade papers weigh a 
pound, and with the exception of 
those directed, for example to 


by PAMELAVACHER, 


Gumalius Advertising 
Agency, Oslo. 


farmers and small store-keepers, 
the average circulation is less than 
two thousand. 

Colour printing is rare and the 
majority have plain printed 
covers on standard quality paper. 
Paper shortages restrict the num- 
ber of pages to approximately 32, 
most are published monthly or 
less frequently with a handful 
weekly or fortnightly. 

In the majority are those issued 
by the different unions and trade 
associations and distributed free 
to all members. They are often 
studied with care but offer the 
advertiser no guarantee that the 
full circulation is as effective as 
it would appear. 

The independent paper with a 
slightly smaller circulation may 
have an equal or greater buying 
rower as it is bought to be read 


and often passed round among 
the leaders of large concerns. 
There are several! duplications 
and quite a few gaps. 

However, the trade Press in 
Norway is generally well sup- 
ported by business and industry. 
Circulations may be small, but 
will almost certainly give a com- 
plete coverage for the respective 
branch of trade. Unlike some 
media, space is available and 
prices are low. 

Whether an association paper 
printed on fine art paper or an 
independent with more colourful 
text, the trade journal will reach 
a selective market at a reasonable 
rate. But the success will depend 
on the choice of trade paper. 

The British exporter or inter- 
national advertiser should not 
wander along these forest paths 
alone. His agent, or an advertis- 
ing agency in Norway, will be 
able to give him the information 
he needs, and ne would be well 
advised to accept this guidance 


Value of religious journals 
by E. PETERSEN 


HILE newspapers are 

usually politically accen- 
tuated, there are in Scandinavia 
daily newspapers which seek 
to put everything in relation to 
the fundamental views the 
church maintains. 

In 1919 Norway got her first 
Christian daily, Dagen, published 
in Bergen. After the second world 
war two mere Christian news- 
papers appeared—Vor;t Land ‘n 
Oslo and Pagsavisa in Trond 
heim. Together these journals 
have about 50.000 subscribers 

The Christian papers have 


created a new forum: they act as 
a sort of “look-out man.” trying 
to follow closely spiritual develop- 
ment both at home and abroad 
They are a weapon, useful both 
for attack and for defence of the 
Christian values. But first and 
last they are ordinary newspapers, 
whose columns reflect the daily 
life of our time, soberly and 
objectively. They aim at the 
whole community. 

Readership exceeds circulation 
threefold, for copies are passed 
to friends and relations And 
reader loyalty gives exceptional 
media value. 
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Do you wish 


to contact shipowners and shipbuilding yards in all parts of the world? 


SHIPPING 
Tlews 


Publication for Shipping and Shipbuilding 
Radhusgt. 8 — Oslo 
Phones : 41 20 57 - 42 55 09 - 41 35 50 — Cable : Shippingnews, Oslo 


Advertise in 


One of today’s leading shipping journals, with subscribers 
and advertisers all over the world 

Appearing twice a month in its well-known blue jacket 
and containing interesting articles and reliable information 


Annual Subscription: Kr. 24,— Abroad. Europe Kr. 35,—. U.S.A. $7 post free. 
Advertising rates on application 


ARTICLES BY WELL-KNOWN WRITERS IN BOTH NORWEGIAN AND ENGLISH 


en Se ee es 


Get 


Contacts 


and 


results 
by 


. 


advertising 


in 


MORGEN @?POSTEN 


OSLO Established 1861 
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ORWAY has about 
900,000 households and a 
population of a little more 
than three million people. 
About one-third of the popu- 
lation live in towns or cities, 
two-thirds in the rural areas. 
Agriculture and forestry give 
a living to about 25 per cent of 
the population; the fisheries 
about 6 per cent; other indus- 
tries, commerce and transpor- 
tation about 50 per cent. 
When looking at the popula- 
tion figures it is easy to under- 
estimate the Norwegian market. 
The standard of living and the 
importance of foreign trade must 
be taken into consideration. 
National production amounts 
to something between £500 and 
£600 million, in addition to which 
there are imports of goods and 
services amounting to about £300 
million. Personal expenditure is 
estimated at about £400 million a 
year, of which 30 per cent goes 
on food, and 15 per cent on tex- 
tiles and shoes. A picture of the 
standard of living may be obtained 
from these figures: The number 
of private cars is about 70,000, or 
one to every twelve households. 
In 1947, 157 telephone calls per 
capita were made (as compared 
with 54 in England). The num- 
ber of registered listeners to the 
Norwegian Broadcasting System 
amounts to about 80 per cent of 
all households. 
The increase in real income for 
the lower income bracket after 
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Continuous purchase 
reveals market trends 


by LEIF HOLBAEK-HANSSEN, 


Proprietor, Fakta, Institute for Market and Public Opinion Research. 


| 


the war has raised the sales of 
commodities which before the 
war only the richer people could 
afford. This development is likely 
to continue 

Norway is totally dependent on 
her foreign trade. Her imports 
per capita are the highest in the 
world. In 1949 Britain supplied 
goods to the value of £55 million. 

The Norwegian market is 
slowly turning from a seller's 
market into a buyer's market. 
Only a few of the bigger Nor- 
wegian firms and some importers 
are prepared to meet this situa- 
tion with active salesmanship 
and modern marketing methods. 
There is. however, an increasing 
interest in the training of sales- 
people, in sales promotion, adver- 
tising and public relations. Any 
firm that ventures to enter the 
Norwegian market should, there- 
fore, be prepared for efficient 
competition 


The usual procedure for foreign 
firms wanting to sell to Norway 
is to establish branch offices or 
select carefully a local representa- 
tive who in turn sells either 
direct to retailers, or to the 
wholesalers. First-class advertis- 
ing agencies and market research 
organisations are available in the 
country, and it is best to make 
use of these. 

Even if the Norwegian market 
in many respects is closer to the 
British home market than most 
others, product tests, trade in- 
vestigations and continuous re- 
search of a brand barometer type 
are of importance to those who 
enter the Norwegian market to 
stay there. Norwegian market 
research agencies have for several 
years been conducting product 
tests, packaging, name and adver- 
tising research as well as research 
about distribution and consump- 
tion. 


index 
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Manufacturers of branded con- 
sumers goods can, through con- 
tinuous purchase indexes, keep a 
check on their results, their share 
in the market in different parts of 
the country, in different social 
strata, and in different kinds of 
households. The continuous pur- 
chase index enables them to 
follow the trends of the market 
from week to week all the year 
round and even in some cases get 
quantitative data instead of the 
usual brand barometer occurrence 
data. 

The Norwegian market for 
British exports should be worth 
considering. It is greater than 
the populat ion figures indicate : it 
lies “just around the corner,” it 


likes British quality, it is pre- 
pared for modern marketing 
methods. Those who want their 


share of Norway’s £50 million 
imports from Great Britain have 
every inducement to press ahead. 


Adv. dept. Aktuell, Oslo 


Norway sees 
the world through 


The Norwergian illustrated journal, similar to the large 
circulation English popular news pictorials 


Appeals to the whole family 


Norway wants to see your 
goods. 
Norwegian by his fireside 
through the pages of his 


own news pictorial. 


Sell to the 
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Can one shout 
loud enough 
to be heard in 
NORWAY? 


Not very likely — and it would conse- 
quently be a good idea to let somebody 
do the work for you over there — some 
one who knows when to whisper and 
when to raise the voice. LET DAGFIN 
TOLLEFSEN ADVERTISING 
AGENCY DO THE JOB. 

We are fully organized to meet any 
demand: Market Research, Copy. Art 
Work, Direct Mail, Posters and 


PRESS ADVERTISING 


P. O. B. 687 Oslo, Norwav 


We embrace the 45 Social Democratic newspapers in Norway. 
Not less than 16 of these are the largest in their publishing 
districts. 


It is important for you to know, when preparing advertising in 
Norway, that Norway since the war has had an expansive trade 
with inereasing import. The trade balance for the last three 
months shows a margin of 140 millions kroner. 


The strong position of the Social Democratic Government and 
the Social Democratic Press make it most advantageous for vou 
to use the A-PRESS for advertising in Norway. 


For Further Details Please Apply To Our Kepresentative 


COLIN TURNER (LONDON) LTD., 
122 Shaftesbury Avenue, London, W.1 


GERrard 7459 


will be reached through 


_ PARMAND 


NORWAY’S LARGEST BUSINESS JOURNAL 


The readers of FARMAND are the higher 
executives and managers in business, industry 
and shipping, as well as leading politicians and 
administrators of State. 


Its importance and success is¥mirrored in the 
tact that its circulation has, in six years, risen 
rom 3,000 to 21,000 copies per week. Through 
FARMAND’s advertisement pages, you will 
reach all the most influential men in Norway. .. 
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ROALD AMUNDSENSGT | - OSLO - NORWAY 
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Mail shots to the backwoods 


by KNUT SYNNESTVEDT, 


Managing Director, Exspressreklame A.S.. Oslo. 


4nvthing that can be sold can he 
sold by post. 
TPIYHAT is a catch phrase in 
Norway. No doubt it goes 

too far: but the Norwegian 
public is certainly direct mail 
minded 
be obtained in Norway by the 
use of this medium, and if the 
right print is dispatched to the 
right recipients it always pays 
good dividends. 

Consider the local conditions 

Norway is divided into 20 pro- 
vinees, each called a “fylke,” and 
the country has rather more than 
3 million inhabitants. Of these 
about one million live in towns 
The remaining 2 million live in 
the country, and mostly gain their 
living by farming, forestry, fishing 
and hunting. In addition, some 
quite extensive industrial centres 
have grown up during recent 
years 

From the point of view of 
direct mail the country’s popula- 
tion and economy can most con- 
veniently be broken down into 
the followimg groups 

Households— about 910,000. 

Population grouped according 


Excellent results can” 


to yearly income —over Kr. 6,000, 
about 400,000 people: between 
Kr. 8.000 and Kr. 10,000, about 
100.000 

Population grouped by occupa- 
trons-—c.2.. doctors about 3,100, 
iwyers 1.200, farmers 185,000, 

Wholesalers and agents—e.z.. 
wholesale manufacturers about 
400; wholesale perfumery about 
iso 

Retail shops and distributors 
¢.g.. tobacconists about 3,000; 


provision merchants about 12,000. 

Industry—(a) Firms employing 
at least 5 workers, about 7,500. 
(b) Firms, without regard to size, 
grouped according to the type of 
goods, e.g.. shoemakers about 
200, ready-made clothing makers, 
say 500 

Miscellaneous — e.g. banks. 
about 1,000; insurance companies, 
about 150: shipowners, about 
1,000. 

Few raw materials are found in 
Norway, and it is undoubtedly 
the country in Europe which is 
most dependent on imports, both 
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of finished goods and of raw and 
semi-manufactured materials. 

Direct mail in Norway is an 
excellent medium of approach, 
whether to agents and whole- 
salers or to dealers and con- 
sumers. Not only is such pub- 
licity extremely effective, but it is 
also a cheap medium. 

It has been found that the best 
results are obtained by sending 
out a brochure, with illustrations 
and technical data, then a sales 
letter bearing the recipient's 
name, and looking as like a type- 
written letter as possible, plus a 
reply card. 


The practice of sending follow- 
up matter is not followed nearly 
as much as it should be. When it 
is used, however, it normally pro- 
duces good results. 


Paper mills do their best for Britain 


by R. ROLFSEN, 


Manager Director, Norwegian Paper Makers’ Association. 


HE manufacturing of paper 

began in Norway in 1695 
when the first hand-mill was 
established The paper was 
hand-made by simple methods 
with rag as raw material. 

The first paper machine was 
built yn 1838. The raw material 
was still rag and partly straw. It 
was not unti! about 1860 that pro- 


OSLO, NORWAY 
KC INGENSC rT, 33 


EGIL TRESSELT 


Public Relations Counsel 


C abies: TRESSEL 


duction of paper with woed-fibre 
as raw material began 

Norway's paper and cardboard 
industry developed relatively 
slowly up to the beginning of the 
present century, and after that 
very quickly, so that it is to-day 
one of Norway's biggest and most 
important industries. 

The paper and cardboard indus- 
try now employs about 8.500 
workers. These figures show the 
industry's development and im- 
portance 


1904-23 factories; production 78.000 tons 
1909.37 : 157 


‘ 000 
1920-51 245.000 
1930-49 360 000 
1939-50 440.000 
1948-50 475.000 
1940-50 $00,000 
Quality production has ex 


panded greatly since the mechani 
cal production of paper and 
cardboard began, and the Nor- 
wegian mills are to-day produc- 
ing most of the qualities of print 
ing, writing and wrapping paper 
and cardboard. which are found 
useful on the world market 
where Norwegian quality has a 
good reputation. 

Export statistics are not avail 
able for the years before 1881 
In this year the paper and card 
board export was 3,100 tons; in 
1890 it was 8,200 tons 

These figures show the devel- 
opment of paper exports: 

1900 49,000 tons 
1910-— 143,000 
1920—194.000 
1930-——-310,000 
1939-—335,000 
1948-—300,000  .. 

During the last war the indus 
try had very difficult and tight 
times. It was cut off from most 
countries from which a great dea! 
of raw materials, machines and 
requisites came. Contact with 
most of the important export 
markets was cut off. 

The industry's main job was to 
keep the workers employed so 
that they would not be taken to 
work for the Germans. and at the 
same time cut down production 


so that the occupants should not 
benefit by it. This was carried 
out with considerable loss to the 
mills. Production decreased 
gradually and in 1944 was down 
to 128,000 tons. 

The war cost the industry a 
great deal. Mills suffered from 
lack of maintenance and repair. 
They succeeded, however, in an 
unbelievably short time, in in- 
creasing production and again 
establishing contaet with their old 
consumers. 

Immediately after the libera- 
tion in May 1945, things were 
understandably a little difficult. 
Production in 1945 was no higher 
than approximately 185,000 tons. 
with exports of approximately 
63.000 tons. But by 1946 produc- 
tion increased to approximately 
396,000 tons, and approximately 
272.000 tons were exported. In 
1947 the corresponding figures 
were 435,000 tons and exports 
amounted to approximately 
287.000 tons. The following year 
the figures were 475.000 tons 
(production) and 300.000 tons 
(exports). 

The United Kingdom has 
always been our most important 
and most valued market. Before 
the last war we exported paper 
and board to Britain amounting 
to nearly 100,000 tons annually 
Of course, exports stopped dur- 
ing the war, but were resumed in 
1945. since when they have gradu- 
ally increased and in 1950 we 
exported about 63.000 tons of 
paper and board to the U.K. 

Norway is exporting to Britain 
all kinds of paper: newsprint. 
kraftpaper. greaseproof,. M.G 
sulphites, printing papers, writing 
paper and board 

The Norwegian paper makers 
value the British market very 
highly. The relations between the 
Norwegian paver mills and the 
buyers in the U.K. have alwavs 
been excellent, and the mills will 
always do their utmost to 
increase their exports to Britain. 
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for an Export Market? 


In the independent natio- 
nal daily Verdens Gang 
with its big class A circu- 
lation — class A 70 %, class 
B 26 %, class C 4% — you 
will find prospective buyers 
already interested in Bri- 
tish Industry. 

During this year Verdens 
Garry nas presented British 
Export Industries in 5 great 
special issues, No 1 on the 
Textile Industry, No 2 on 
the Motor Industry, No 3 
on Fashion, No 4 on Engi- 
neering, No 5 on Literature. 
The series is to be con- 
tinued. 


All enquiries directly to 


__UERDENS GANG 


Daily newspaper 
OSLO -NORWAY 


The 4 “musts” 


where advertising in Norway 


is concerned 


The hig 
Monthly. No ¢ 
at the moment 


women's 
Pace availa ble 


. {or 
m onth A still 


Norway > sp 


Some 


men jable 


ie al 


The popul, 
technical 
Some spac 


‘r Monthly for the 


Minded Perso 
€ stil] available. ; 


All four papers are : 
represented in the United Kingdom by 
Albert Milhado & Co. Ltd., 140 Cromwell 
Road, London, $.W.7_ Tel: Western 
3127/8, who will give you further infor 
mation. 


Publishers : 
Ernst G. Mortensens Forlag, 
Ovre Voligt. 13 
Oslo. Norway. 
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FORAN 


THE NORTH POLE 


FORAN'S amessengers ou tute way tt 
Kap our \SSOCIATES Al over Me world 
Mifermed about possibilitics fer silling 


aud advertising in Merway 


x e are Norwegians, we live in Norway, and 


work in Norway, among its 3 million producers, 
consumers, earners and spenders. 


We know all about Norway — marketing 
conditions, selling and advertising, importing and 
exporting, Norse mentality, purchasing power, taste 
and demand, competition and pest-war restrictions. 
We know who are the best Import Agents, and 
can help you — if you wish to find one. 


Abroad we only do business through our 
Associates — leading Advertising Agencies, with 
connections all over the world. Our Associates 
keep us in touch with your country. We keep 
them in touch with Norway. 


If you are interested in Norway, send us a 
postcard with your address and we will ask our 
Associate in your homeland to get in touch with you. 


a = Strenede ADVERTISING tes. 


OSLO — NORWAY 


Our Norwegian name «Forenede Annonsebyrier A/S» means 
United Advertising Agencies, Ltd. Our telegraphic address 
FORAN is formed from the initial letters of the two words, 
and means in Norwegian: AHEAD or IN FRONT. 
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Rapid growth of public 
relations for industry 
by EGIL TRESSELT, 


Public Relations Counsel, Oslo. 


U is only since the war that 
industrial public relations 
has spread to Norway. 

The Norwegian Airlines— 
partner in the Scandinavian 
Airlines System—in 1946 estab- 
lished their P.R. department 
under the capable leadership of 
Odd Medbée. They were the 
first to enter the field. 

When 12 organisations and 
public institutions had established 
public relations services—in 1949 

-Mr. Medbée took steps to 
organise a Public Relations Asso- 
ciation. According to its bye-laws 
the Association may invite as 


, members public relations officers 


in leading positions, also P.R. 
consultants. 

The Association immediately 
adopted a code of ethics to govern 
activities in the field. and laid 
down as a principle that the prac- 
titioner must in all circumstances 
regard his job as carrying the 


highest degree of responsibility 
towards the public. 

The Association to-day has an 
appreciable library of inter- 
national works on public rela- 
tions. 

The Prime Minister and the 
Minister of Foreign Affairs have 
honoured invitations to appear 
as speakers at Association meet- 
ings, and Professor Hans 
Hermans of Leyden, Holland, and 
Jack Brebner of London have 
come to visit Norway to speak 
to represeniative gatherings. 

In the international field, the 
Association has co-operated in 
sponsoring the thought of a 
world-wide link between the 
professionals in the field. 

The present chairman of the 
Association js Hans Olav, head of 
the Foreign Office Information 
Service, the vice-chairman being 
Olav Solumsmoen, public rela- 
tions officer to the Norwegian 
Prime Minister. 


SIMPLE PROSE — NOTHING 
FLAMBOYANT 


Continued from page 5 


Most Norwegian  advertise- 
ments use illustrations, In the 
dailies the illustrations are mostly 
line-blocks made from artists’ 
sketches. Half-tone blocks 
require a coarse screen, and the 
result is not always satisfactory. 

Photographs are extensively 
used in the illustrated weeklies 
and trade journals. 

Colour advertisements, always 
a feature of the weekly journals, 
are now much used also in the 
dailies, but only the leading 
dailies have the equipment for the 
purpose. 


Development of art 
. os ae eed] 
in advertising 42 & 
The use of art in Norwegian 
advertising is a comparatively 
modern growth, but its develop- 
ment has been speedy and exten- 
sive. Modern commercial artists 
in Norway have learned to think 
commercially. Their sketches are 
calculated not only to catch the 
attention, or please the eye, but 
also to sell the product. 
Foreign firms wishing to enter 
the Norwegian market should 
ask their advertising agents to 
co-operate with a recognised 
Norwegian egent. The agent in 


Norway is in touch with the 
Norwegian public, he knows 
their mentality, market condi- 
tions and advertising techniques. 
He can give valuable advice as to 
appropriations, media and cover- 
age, and he can produce copy and 
artwork which will appeal to 
Norwegian readers. 


Esso use a mixture of English 
and Norwegian in some of their 
advertisements. 
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Typical fjord scenery in Norway. 


Olympics will boost 
tourist trade 


ORWAY is an ideal coun- 

try for holidays—summer 
and winter. There is warm 
sunshine and a healthy climate. 
Even in Arctic Norway the 
summer temperature is often 
much higher than in more 
southern lands, owing to the 
Midnight Sun. 

The sea water, particularly on 
the south coast, is very warm and 
pleasant for bathing. And the 
water in the Oslo fjord is usually 
warmer than, for instance, the 
water on the Cornish Riviera? 

There are no language diffi- 
culties in Norway, English is 
spoken practically everywhere. 
One of the most outstanding 
attractions of a Norway holiday 
is the friendly spirit and cordial 
welcome which is extended to 
every British visitor. Norwegians 
are deeply pro-British and are 
very fond of proving in actual 
practice that this is so. 
course, the scenery is magnificent, 
too, but British visitors are always 
particularly impressed by the 
friendly atmosphere. 


One of the cheapest 
holiday countries 


It is easy to get from Britain 
to Norway. There are frequent 
sailings im modern post-war 
passenger steamers from New- 
castle to Bergen or Oslo, and 
there are daily air services from 
London and Glasgow to Oslo and 
Stavanger. 

Hotels in Norway are modern 
and comfortable. The food is 
delicious, and Norwegian cooking 
is something to remember. There 
are no rationing difficulties and 
prices are very reasonable. 

Norway is probably one of the 
cheapest holiday countries in 
Europe. It is still possible to 
Stay at good country hotels at an 
inclusive charge of 16s. to 20s. 
a day including room and three 
solid meals. Even hotels in the 
top category do not charge more 
than 30s. a day for full board. 

The holiday seasons are more 
sharply defined in Norway than 
in most other countries. Gener- 


ally speaking, the summer season 
extends from early May until late 
September. 

May and June are favourite 
holiday months in the Hardanger 
fjord district. The fruit trees are 
then in full bloom and the strong 
colours from thousands of gar- 
dens and fields, facing the blue 
fjord against a distant background 
of snow-clad peaks, never present 
themselves in finer form. The 
weather at this time of the year 
is unusually reliable—very warm 
with lots of sunshine. 

A tour to be highly recom- 
mended in May or June, would 
be to travel from Britain to 
Bergen, which is the principal 
town on the west coast, and then 
spend the main part of the holi- 
day at one or two resorts on the 
Hardanger fjord, afterwards 
travelling on the Bergen railway, 
across the mountain plateau, to 
Oslo and thence return to Britain. 

July and August are, of course, 
the most popular holiday months 
in Norway, particularly among 
those who prefer bathing and 
fjord excursions. After the open- 
ing of most mountain passes, 
which are usually cleared of 
snow in early June, the whole of 


.Norway is open to holiday- 


makers. There is the choice of 
the fjord resorts of western 
Norway or the valleys of eastera 
Norway, the sheltered coast-line 
of southern Norway, or the 
mountain paradise of central 
Norway, or the fairy-tale country 
of Arctic Norway. 


The winter sports season begins | 


just before C as and extends 
to the end of April. The out- 
standing event this winter is the 
Olympic Games which will take 
place in Oslo February 
14-25, 

Thirty nations will send more 
than a thousand athletes to Oslo 
on this occasion, and there will 
also be several thousand spec- 
tators. When the competitions are 
over, many visitors and com- 
petitors will disperse to all parts 
of Norway to combine the 
Olympic Games with a delightful 
winter sports holiday in “Snow- 
man’s Land.” 
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Some few 


but important facts. 


Norway is one of the oldest kingdoms in 
Europe, dating its traditions as a realm 
about 1100 years back to the times of 
Alfred the Great. — Yet Norway today 
is a modern country with a high social 
and cultural standard, needing all the 
wide range of different goods consumed 
in a community that is well known for 
its high stondard of life. 


Foreign trade therefore plays a most pro- 
minent part in economic life, and British 
goods enjoy a very high reputation there. 
Similarly the family paper «Allers» for 
the last 70-75 years has been the favour- 
ite weekly of the Norwegian people, and 
so has the fortnightly woman paper 
«Kvinner og Klar» even for more than 
75 years. 


Both are highly reputed advertising 
media, but with the paper restrictions 
now in force only a fraction of the space 
needed is left for advertising. It is recom- 
mended however that advertisers bear 
in mind just these two papers for their 
requirements in Norway: «Allers» ana 
«Kvinner og Klar» - London address: 
F. A. Smyth Esq, 34/40 Ludgate Hill, 
London E.C.4, England. 
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ADVER dg 


contact 


ZAGEN cy 


Oslo. 


Fi want fo secure our house organ 
What we can do, dont stop to send usa letter / 
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TEXTILES 
IN 
NORWAY 


All British 
exporters of textiles 
to Norway should 
advertise their 
merchandise first 


to the retail trade 


through 


Abesnsyfation 


PILESTREDET 1, OSLO}, 


THE SOLE PUBLICATION IN 
NORWAY REACHING THE 
ENTIRE TEXTILE TRADE 


News irom the 
Milhado Organisation 


Aibert Milhado recently returned 
from Oslo, bringing with him the 
latest information on the Norwegian 
newspaper-world. He discussed 
plans with Directors of newspapers 
and journals which his organisation 
represents in the U.K. They are: 
Dagbladet, the progressive and up 
and coming daily newspaper, whose 
circulation has been on the increase 
since 1946, and which carries a 
tremendous British 
provincial 
newspapers, the large illustrated 
weekly, Norsk Ukeblad, the women’s 
weekly, Norsk Dameblad. There is 
also a new monthly for men, 


amount of 


advertising several 


called Vi Menn, similar to Esquire, 
which only commenced publication 
last year, and has proved to be a 
tremendous success. 


For any information about Norway, 
please get in touch with : 


ALBERT MILHADO&CO.LTD 
140 Cromwell Road, 
London, S.W.7. 
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Factual copy is the key to 
the Norwegian market 


continued from page 5 


we call greengroceries, and that 


| there is a class of shop called 


“Farvehandel” which can best be 
translated as “colour shop.” In 
them you can buy, firstly all 
kinds of toilet articles, and then 
hardware and ironmongery. The 
reason for this is that there is 
no such thing generally as a 
chemist as we know him. The 
pharmacy, called an “Apotek,’ 
generally sells only medicines, 
since these cannot be sold else- 
where. Few pharmacies sell 
toilet articles, therefore, and it 
is important that your product 


| falls clearly into one category 


or the other. 


State wine 
monopoly 


The other notable point about 
retail distribution is that bottles 
of alcoholic drinks can only be 
sold by the State, generally 
through the State Wine Mono- 
poly shop, or “Vinomonopol.” 

A great deal of specialised 


| attention has to be paid to retail 
| distribution and there js, in con- 


sequence, a large and well con- 
ducted trade Press. It is surpris- 
ingly large for such a compara- 
tively small market. It is neces- 
sary tO use this trade Press at 


| some time or other if your goods 


are to be kept in the mind of the 
retailer. 

Io complete the picture you 
may be wondering what the 
Norwegians do. They work ex- 
tremely hard, either in industry, 
trade, transportation, fishing or 
on the land. They work rather 
earlier jin offices than we do, 


| generally going straight through 


at lunch time until three or four 
o'clock. In the winter people 
read a great deal, and find their 
pleasures in the house. In the 
spring most of them ski, and in 
the summer, which is really very 
short, they spend their time on, 
or in, or by the sea. Norwegians 
eat their main meal in the even- 
ing, and it always seems to be 
going on at any time from 5 until 
after midnight. Their food is 
| inclined to be heavy, according to 
our way of thinking, but of 
course climate calls for a higher 
consumption of fat. Their laws 
about drinking are extremely 
complicated, and one is left with 
the impression that most Nor- 
wegians drink in hotel bedrooms 
When you wish to reach these 
people, you will find that the 
Press consists of about two hun- 
dred papers, which means that 
most towns have more than one 
daily paper, each of which, of 
course, tends to be small and 
localised in influence. Only 
fifteen newspapers have circula- 
tions of above twenty thousand, 
and if you use about one hun- 
| dred papers you still only reach 
‘ just over half a million people. 


But lacse papers, alinougn they 
conl4am nauuna: and = joreiga 
news, are read iarge:y for thes 
local news, and Inany LamMilies 
read More nan One every day. 

While you cannot easily gel 
nauonal coverage wilh lhews- 
papers, you can jymit your cover- 
age easily by using them, and 
they are most important in Nor- 
way. Lhe magazines on the other 
hand, have jarger national cir- 
culauuons—five have circulauions 
ot over 200,000, and there are 
two inonthlies which have circu- 
lauons of over 150,000. 

So it is easy to get at the Nor- 
wegians, Jheretore the real pro- 
blems of selling in Norway are, 
firstly distribuuon, and secondly 
appealing to Norwegians in such 
a way as they wili understand 
and cuppreciate. This study of 
Norwegian character has, 1 be- 
lieve, snown many of the poinis 
which are important in this re- 
spect. The Heal’s advertisement 
reproduced on page 5 illustrates 
some of them. 

In the first place this was 
directed to buyers of ship-build- 
ing equipment, one of the tew 
industries tor which foreign cur- 
rency is available. Secondly, it 
was used in the trade Press, and 
1 have already described how im- 
portant this is in Norway. 
thirdly it has, 1 suggest, a simple, 
direct quality in its general con- 


ception and = layout, which 
appeals to the Norwegians’ 
matter-of-fact outlook. Fourthly 


it presents the facts quite simply 
and does not attempt to “sell” 
or directly persuade. 


Design is gay 
yet tasteful 


The facts speak for themselves, 
leaving the reader to make up his 
own mind. If you look carefully 
at the illustration you can recog- 
nise the simple, tasteful yet gay, 
Norwegian characteristics in the 
general design of the furniture, 
furnisnaings and so on. One 
small point: this advertisement 
appeared in English. Norwegians 
generally speak English and any- 
one dealing with articles such as 
these would be sure to read 
English with ease. 

Pernaps one may sum up this 
short study of Norway by recall- 
ing the beauty of the country— 
the fjords, the mountains with 
snow-capped peaks, the glaciers, 
the incredibly lovely little towns 
perched between rocks and th: 
sea, ‘he calm green valleys and 
the dark green forests, with here 
and there a small red house—yes, 
and even the Midnight Sun. With 
this as a background you can, | 
believe, put the Norwegian 
character in its right setting and 
thus nroduce advertising which. 
by reflecting it, will appeal irre- 
sistibly to the Norwegians. 
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NEWCASTLE — OSLO: 


From Newcastle Tuesday 


lore Venvcast 
P. H. Matthiessen & Co. Ltd. 
54 Pilg Stre 


Cables: Norsk Phi 


FRED. 


Cables: Fredline 


and Saturday, ft 


OLSEN 
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Bretagne” and . . “ Blenheim 


m Oslo Wednesday and Saturday 


Lon 
Fred. Dessen & Co 
Bevis Marks H c, Londor 


: Dessinant Phon 


Ltd. 
1 
195 


Il 
Cables 


& CO. 


Oslo Phone 


4] 


7270 


Bergen 


has for nearly 900 years been the capital and natural 


port of clearing for 


Western Norway - 


Its population amounts to some 115,090, and, with 
rural districts serviced from here, the population 
comes to nearly 490,099. — As the second largest 
city in Norway, Bergen is an important centre of 
shipping. merchandizing and industry, with recog- 
nized trade traditions. — A really promising market. 


British advertisers may profitably include in their 
budgets the daily 


Geraens Arboiderblad 
The essential advertising medium 
in Western Norway 


LONDON REPRESENTATIVES 
Messrs. Colin Turner (London) itd. — 
Nassau House, 122, Shaftesbury Ave. 
London, W.1. Ger. 7459. 


Readers will welcome 


your advertisement in 
THE INDEPENDENT DAILY 


VARPEAND 


AN 
INDISPENSABLE 
LINK 

BETWEEN 
BUYER 

AND 

SELLER 

IN 


NORWAY 
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for the possibilities of increasing your exports and you will find 
“*DAGBLADET"’, the second largest newspaper in Norway, an invaluable 
and cheap advertising medium 


* 
From 1939 to 1950 the population of Greater Oslo increased by 11%. 
Dagbladet's circulation during the same period leapt by 215% and now 
stands at an average 78,327 copies. 73,373 Monday-Friday. 101,592 Saturdays. 
(There are no Sunday newspapers in Norway.) 


* 
Dagbladet has the greatest street sales of any Norwegian paper. It is first 


Out at noon every day with the morning's news, and a further edition is 
published an hour and a half later. 


& 
The advertising rate is the second cheapest in the country at 0.63 Gre per 
thousand copies, and as the circulation steadily increases, space costs per _ 
thousand copies are therefore decreasing. 

” 


WHO READS DAGBLADET? 

““Fakta'’—the well known Norwegian market research office—carried out 
an enquiry on the composition of Dagbladet’s Readership in Greater Oslo 
The result is as follows :— 


-—Age group: Greater Oslo 


approx. 15°% of Dagbladet’s readers were under 25 years 

approx. 36% of Dagbladet’s readers were 25-40 years 

approx. 35%, of Dagbladet’s readers were 40-60 years From this total percentage we find that some readers have given 
- hiAd_ af Dudbladat’s restore a PE Se more than one reply to the question, but as these are in the minority 

SPPFOR. IV Jo OF Dagoiadet § were _ cast they do not affect the picture as a whole. The most important time 


for reading is between 4-8.0 p.m. for both men and women. Nearly 
-—Population: Greater Oslo 90% men have finished reading Dagbladet before 8.0 p.m. Women 


y ; begin later—about 25%, waiting until after 8.0 p.m. 
approx. 60% aged under 25 years / regular or 8 - 6 P 
a approx. 57% aged 25-40 years Occasional e 
gs approx. 55°, aged ; 40-60 years say eer nal Many readers do not agree with Dagbiadet, but they cannot fail to 
: aor +e a acs caaios Dagbladet admit reading it and discussing the problems it brings to light. 
a pprS /o 48 = The reader who disagrees with Dagbladet's views is valuable TO 
. YOU—the advertiser, as he is such a critical consumer. 
ra Income groups: The investigation showed that the following groups * 
- 9 de 
7 buying Dagbladet in Greater Oslo earned >—— ADVERTISING RATES FROM Ist JANUARY, 195i — 
pS approx. 28% : under Kr. 7,000 per annum 
a ie Classified N. kr. 0.50 
: approx. 44% « : between Kr. 7-12,000 per annum : Pree a oe 
Mi St page, bottom 1 
JRO/ than 2 ) ) 
approx. 28°, ; more than Kr. 12,000 per annun Iga eileeh aes duis eahcuubide 
2nd page » 080 
nd ——When is Dagbladet read? 3rd page, no advertising 
a3 r 
s Women Men 7 Other text pages ‘ 0.70 Colour-increase per mm 0.40 
. /o /o to Woman's page 0.80 Minimum colour increase 50.00 
3 12-2.0 p.m é 3 3 3 Sports page 0.80 ncrease for reserved place 0.10 
o 2-4.0 p.m or a is 4 13 9 Back page 110 Detached text page 02 
4-6.0 p.m - va 43 53 48 Title space (48 x 87 mm) 90.00 Technical requirements : 
6-8.0 p.m. ; or 30 23 26 + €@xtra colour 120.00 Size of printed page 520-362 mm 
After 8.0 p.m. ... 26 13 19 No. of columns ; 7 
— iindesetneit ntinentiainsameististt Column width 49 mm 
106 105 105 depth 520 mm 
7 Screen 25 lines per 10 mm 
. Mats and plastic plates can be used 


more than one person buying Dagbladet so the total percentage 


Who brought Dagbladet into the home? 
; SpE sd Father (principal person) 63%, Mother (housewife) 14%, Son 18%, 
e { x Daughter 6%, others 7%. Total 108%. The figures available refer 
b. “J only to households of more than one person. Some have listed 


* is over 100. 
a 
Representatives for the U.K.: Albert Milhado & Co. Ltd., 140 Cromwell Road, London, S.W.7 Telephone: Western 31278 
Published by the Proprietors, BUSINESS PUBLICATIONS. Ltd, at their office at 180, Fleet Street, London, E.C.4. (Phone Chancery 8844.) 


December 13, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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“Timely and Courageous” 
Says Textile Ad.-Man 
With trade on the upturn again after 
a period of off-buying the Fashions 
-and Fabrics Northern Fashion event 
will have encouraged the trend and 

given renewed confidence. 

Said S. J. I. Battersby advertising 
manager of Calico Printers Associ- 
ation: “‘It a courageous effort, 
and well timed.” 
the  tabrics 


was 
Commenting on 
displayed he noted 
interesting uses of tinishes which he 
thought confirmed the 
converters to 
purpose fabrics 


trend for 


choose _ fitness-for 


As well as presenting a high visual 
attraction, many of fabrics 
were strong in functional appeal, 
thanks to the application of the 
newest finishes developed by the 
industry 


these 


Results of these advances 
were seen in popular-priced dress 
fabrics which will wear better, have 
a softer handle and wash more easily 
than their unprocessed counterparts. 
Other finishes on show included 
those which can completely trans- 
form the normal appearance of 
certain rayons and cottons to give a 
more “expensive” 
with 


look, and 
which to 


new 
effects stimulate 


tashion 


umping T ? 
Jumping The Queue? 
The show had been in progress for 
half-an-hour. A buyer in the 
audience turned and _ whispered 
something to A. F. Bond, advertise- 
ment manager of Fashions and Fabrics 
who shortly afterwards edged across 
to have a word with V. G. Sherren, 
N.T.P.’s joint ad-director. 

“Nice compliment,” he said, smiling 
broadly. “‘A buyer has just asked 
me to save her a ticket for next 
year’s show.” 
Replied V. G.: 
her turn—I’ve 
already.” 


“She'll have to take 
had nine others 


b oe sd 


+ 3 


At the Fashions and Fabrics parade: 
from left, Mrs. J. Harrap; Mr. 
W. E. Slack, of Ashburner’s; Mr. 
S. M. Phillips, Northern Ad, 
Manager of Fashions and Fabrics; at 
rear, Mr. J. Winchester, also of 
Fashions and Fabrics. 


$45 


ADVERTISER'S ANNOUNCEMENT 


{(—__..— 


mannequin. 


THE LOVELIES GET READY 


Making-up for a trip under the flood-lights of a 
fashion parade is a highly skilled art; just part 
of the wide experience needed to be a top-flight 


Here are some of the 
mannequins getting 
ready in the “cheese 

cake bar” behind the 
scenes at the 
Fashions and Fabri: 

show. Top-flight 
models from London 
and Manchester 
formed a team which 
showed the 
to best possible ad 
vantage 
more important start 


clothes 
There's no 


to a fashion parade 
than 
right mannequins for 
it. 


engaging the 


Press Men’s Own Comments 
—and some of their stories 


This is what some of the press 
personalities had to say about the 
Fashions and Fabrics wade  pro- 
motion event, at the end of the 
tirst evening's show: 


“This will do a lot 
of good A first 
rate production 
round.” Eric 
Schofield, General 
Manager, Kemsley 
Newspapers. 

"3 certainly 
done a wonderful 
job here.” William 
MacMillan, Man- 
chester Guardian. 


You've 


“Very good indeed 

a really first-rate 
show.” Alan 
Stephen, Glasgow 
Herald Evening 
News 


Local and national 
papers splashed the 
Fashion 
example, 


story of the 
and Fabrics parades. For 

Daily Telegraph, News- 
Chronic Vianchester Guardian and 
Daily Graphic between them gave 
the event no fewer than 93 column- 
inches. In the northern press 


Left: Miss A. Glidewell, Even- 
ing Chronicle, Manchester. ing 

Right: Miss H. Winant, A. H. 
Knowles Ltd., Manchester. 


generally the average length of cach 

story on the event was 19} column 

inches. 

Typical comments: ““The manne- 
quins looked as 
romantically lovely 
as Women in Gains- 
borough paintings.” 


—Daily Dispate 


“Buyers from all 
over Britain forgot 
their weather blues 
to sit back and 
applaud.” Daily 
Graphic. 


“This venture by 
The National Trade 
Press Ltd i. will, it is 
hoped, help the bad 
condition of trade 
by facilitating buy- 
Four thousand 
buyers are to-day 
flocking to see spring 
fashions in Manches- 
ter, from as far north as Newcastle 
and as southerly as Bristol.” Man- 
chester F:vening News 

“The show covers everything 
from beachwear to the sophisticated 
cocktail outfit. It falls at a 
when it can do a lot of good.” 


time 


Harry Lomas, advertisement repre- 
sentative of Fashions and Fabrics in 
Yorkshire and Scotland, talks to 
fashion-stylist Miss Wilson, of G. A. 
Hirst Ltd., of Bradford. 


She bought Fashion, 
saved shoe leather 


Said an owner of twelve fashion 
shops: ““This parade is a wonderful 
thing from our point of view. It 
has given me an insight into a 
supply area about which | previously 


knew hardly anything. I reckon it 


must have saved me two pairs of 


shoes which | would have worn out 
racing round to sce the showrooms. 
This parade opened my eyes to the 
number of firms available, and I 
have been able to do business with 
at least six of the exhibitors.” 


ADVERTISER'S WEEKLY 


What Went With 
What—And Why 


“It was worth the visit if only to see 
such careful accessorising of fashion,” 
said a store merchandise-manager 
watching the Fashions and Fabri: 
show. “It was one of the secrets of 
the high ‘tone’ of the 


presentation.” 


whok 


The comment was well merited 
Every garment 7 
swimwear and evening 
shown with a hat 


shown—except for 
wear was 
specially chosen 
and sometimes specially designed) 
to show the garment to best ad 
vantage; gloves were of exactly the 
right colour and length, the latter 
being particularly important in 
forthcoming fashion; the stocking 
shade was also blended for each 
garment. Even the jewellery worn 
was carefully vetted not only tor 
style but also for the position in 
which it should be worn 


Buy Lines 


good show. Only 
Fabrics could have 
organised it,”’ said a representative 
of Paul Blanche Ltd. of Salford. 
“Everything has been done to 
stimulate interest in Northern 
tashion. We are more than pleased,” 
said exhibitors M. }. Almond & Co 
I td., Manche ster 

“We are very well satisfied,” said 
Mr. Ramsden, managing director of 
G. A. Hirst Lrd., of Bradford, 


makers of “Dorn” coats and suits 


“This is a 
Fashions and 


As a result of this parade 
firm presenting a 
printed velvet has 
enquiries 


me velvet 
type of 
over fifty 


new 
had 


A merchandise manager with two of 
his buyers, en route from Glasgow to 
London on a buying expedition, 
stopped off at Manchester to see the 
show, and placed orders with several 
of the exhibitors. 


* * * 


A Liverpool buyer appeared in a 
London Shorwoom of a Manchester 
rainwear firm and spoke with great 
enthusiasm about the Northern 
Parade 


“BUYING HAS ALREADY 
BUCKED UP” 


“Just What Was Needed” 
Says Manufacturer 


Results are already being produced 
by the big impact of the Fashions and 
Fabrics parade and exhibition, ac 
cording to press reports on the spot 
“Buying has already bucked up,” 
said a Northern manufacturer inter 
viewed by the Manchester Evening 
December 4 “This is just 
what was needed to get it going 
We're hoping for a big boost.” 


Chief co-ordinator of the successful 
Fashions and Fabrics promotion 
“Focus on Northern Fashion” was 
Miss “Freddie” Raynor (Basic 
English: “She put the show on.”’) 
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between packaging and shipping, my dear Watson, is that 
inestimable journal the “Packer and Shipper.” Here we shall 

find articles of considerable interest to those in the 
business, and other information besides. Proceed Watson. 

It is only a few doors from here. 


Founded and edited by 
A. LESLEY WHITAKER, F.R.E.S 


Subscription rate £1 | O 
per annum 
EMPIRE INFORMATION (LONDON) LTD., 29 Baker Screet, London, W.! 
Welbeck 6825 Telegrams : Pacship, Wesdo, London Cables : Pacship, London 


wet 


Publishers : 
Telephone : 


MEN THAT MATTER 


In every industrial organisation there exists a small 
group of men who take decisions and authorise 
TECHNIVIEW, the fortnightly Report 
of The Teclniview Service, is keenly studied by these 
men of influence and authority. By advertising in 
TECHNIVIEW you will receive the attention of 
men who matter. 


action. 


22 BENNETT’S HILL 
Birmingham 2. Tel. Mid. 1018 


TECHNIVIEW 


A reliable medium 
for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 


Published by tives in all Branches of the 
A METAL and its Allied Industries. 
BUREAU LTD. Twice weekly 

». Nera Tuesdays & Fridays 


REG S805 


SPECIMEN COPY & RATE CARD ON REQUEST 


ironmongers, coal merchants and 
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| Trade Press ads. help to keep alive the personality 


DecemBer 13, 195] 


| behind a brand name— Continued. 


regional fuel offices. The cam- 
paign includes, also, a national 
advertising scheme telling people 
about the leaflet and giving hints. 
It is a short-term campaign de- 
signed to assist the public dur- 
ing the cold months. The 
Council’s long-term plan, which 
aims at achieving more efficient 
use of domestic solid fuel 
through the wider employment 
of modern aypliances, and 
through its service and show- 
rooms scheme, continues. 

* * * 


HE November monthly sup- 

plement to the Grocer 
records the novel efforts of a 
Streatham, London, provision 
merchant to overcome a “diffi- 
cult problem met with in his 
business.” Sorely tried by custo- 
mers who have more concern for 
their dogs than consideration of 
shop hygiene, he called in the 
services of an artistic member of 


| his family to provide him with 


some humorous jotices, pointing 
out that dogs are an undesirable 
element in a food shop. The 
idea has worked wonders accord- 
ing to the grocer concerned. He 
says that most shoppers are not 


unwilling to co-operate when 
such a matter is put to them 
nicely. The humorous § and 


friendly touch nas proved to be 
better than curt notices prohibit- 
ing “ane 
* * 

rpHiRee years ago a North- 

amptonshire footwear retailer 
placed an order with a Welling- 
borough glass merchant for a 
piece of glass rod which he re- 
quired in connection with a dis- 
play in his window. The Shoe 
and Leather News (November 8) 
says that request proved to be 
the start of research work which 
led to the appearance at the 
recent National Display Exhibi- 
tion of a revolutionary display 


| stand which may well be seen in 


footwear shop windows all over 
the world. 

The stand consists of a main 
glass stem with plastic fittings. 
Its features are a rubber band 
which allows a plastic collar to 
be adjusted in any position on 
the stem, and a plastic quadrant 
containing a number of holes, 
which ailows the display platform 


to move in a complete circle 
horizontally and 90 degrees 
vertically. 

* * * 


SELF-SERVICE department 

for fashion goods has been 
opened at a Cheltenham store 
(Drapers’ Record, November 17). 
The firm believe they are the 
first to extend the idea to the 
women’s fashion trade in Britain. 
The saving in salaries is being 
passed on to the customers who 
serve themselves by means of a 
discount of Is. 6d. in the £. This 
is claimed as a unique move in 
shopkeeping. The whole of one 
floor has been given over to the 
department. All garments are 


segregated into - various height 
and hip sizes, and there is a 
fashion superintendent available 
to advise on sizing queries. 

In the same issue the journal 
reports that fashion parades, 
television programmes and a pub- 
licity link-up with the film, 

‘Paris, City of Fashion,” soon to 
be generally released, are some 
of the projects jointly planned by 
the British Mantle Manufacturers’ 
Association and the International 
Wool Secretariat. in which mem- 
bers of the former may partici- 
pate 


* * 


ORE than 600 retailers and 
their assistants from all over 


Britain, and scores from the 
Continent and the near and 
middle East, have attended a 


series of sales training and service 
courses run by the Parker Pen 
Co., Ltd., during the past two 
years. The classes have been 
planned not merely to further the 
sales of Parker pens, but to train 


and fit students to be better 
salesmen 

Now, the British Jéweller is 
making the lectures, “the first 


ever given by a commefcial firm 
to the trade.” available, in series 
form, to its readers. “They 
were planned to assist the seller 
of non-essential, good quality 


articles, and as such they can 
help every jeweller.” says the 
journal. 


Advice in the November article 
is: However difficult customers 
may appear to be, do not lose 
sight of the fact that they have 
been invited—by your advertis- 
ing, your windows or your repu- 
tation—to come into the shop. 
While there the customer is your 
guest and you are the host. 


* * * 
HAT'S the use of advertis- 
ing Berkeley Caravans?” 

asks an advertisement in Caravan 


& Trailer Trades Journal, “Plenty 
of use'” it answers itself, and 
continues: “We advertise con- 


sistently in order to be a big con- 
cern selling a lot of vans at a 
reasonable price. Without adver- 
tising we should be a small firm 
selling a few vans—probably not 
such good ones—at a less reason- 
able price. 

“Advertising tells the public 
about our products. The more 
people we can reach by advertis- 
ing the greater our sales. Bigger 
sales mean more efficient produc- 
tion planning and lower over- 
heads. The increase gained in 
efficiency more than covers the 
cost of publicity and, to the pub- 
lic, the result is better value for 
money. 

“There are other sides to it. 


too. Advertised goods must 
gather the reputation § they 
deserve. 


“We believe advertising to be 
good all round—for us, for the 
customer and for you. Therefore 
Berkeley policy remains , 
better vans, better value and 
better advertising!” 
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CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


. 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
ive: 


Representat! 
MR. W. H. WALMSLEY, - aaa STREET 
Tele : Central 9 


July—Dec. 1950 
A.B.C. Figures 


Copies 
Weekly 


Mechanical World 


ENCINEERING RECORD 


AND 


Art paper throughout; increased 
size; 133 screen; extensive use 
of colour. These will be some 
of the advantages of “‘Mechani- 
cal World” as a monthly to be “a 
published in both London and 
Manchester. Send for rate card. 
EMMOTT & CO. LIMITED, 21 BEDFORD STREET, LONDON, W.C.2 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER, 3 


M.W.12 


Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and illustrated 


folder to: NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED - HYDE - GHESHIRE 


Design, Copywriting Print, Display & Photography 
* 


DESIGN FOR SELLING 


* 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1 


ViCtoria 5303 (6 lines) 


'@42- 


‘ost 


Most ‘of the! really 
© eee 


FOR SPECIAL 
L \PACKINGS 


AUTOTYPE- +Gon| 


The Autotype » Co. “Ltd. Brownlow 
London, W.13 EALing Sein 


D. 
MNS, SON & WATTS LT 
oe EPWORTH ST.,LONDON, E.C.2 


qthree tie 


MONarch 7408 
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Technical Account For Technical Agencies? 


Incorrect Premise Fogs 


The Issue... 


... says a client, TREVOR HAINES, 


advertising manager, Sir 


George 


Godfrey & Partners Ltd. 


HERE has _ been, and 

there will continue to be, 
considerable word- -sparring 
about the average agency's 
ability to handle technical 
accounts. For the benefit of 
bemused spectators, a clearer 
definition of the term “techni- 
cal advertising” might be use- 
- 

Reapers that an agency is 
handling an account for a nylon 


manufacturer — in a buyers’ 
market. Space is booked in 
national media and eventually 


garnished with impossibly lush 
legs, sheathed in nylons, with 
roses and ribbons ad lib. Copy 
is of a general nature and sug- 
gests, with such interpolations as 
“irresistible” and “delicate as a 
summer morning,” that no 
woman would dream of wearing 
any other brand 

Would this be “consumer ad- 
vertising”? 

Suppose, further, that a 
different approach was decided 
upon, including the presentation 
of facts. This time we see a 
girl elegantly suspended, by her 
nylons, from the window of a 
five storey building from which 
she has all but fallen. She asks, 
calmly, “Has anyone a ladder?— 
1 haven't.” Additional copy is 
slanted to stress the nylons’ dura- 
bility ... “the nylon thread is 
umpteen times stronger than... . 
Such sheer strength can only be 
achieved by using multi-duplex- 
double threading wobble 
machines of unique design. . .” 

Forgive me, but would that be 
technical advertising? 

Consumer advertising may 
present certain facts concerning 
articles such as electric irons, 
mangles, vacuum cleaners and a 
host of mechanical appliances. 
These facts possess a degree of 
technicality usually within the 
range of common knowledge. 
Are they technical by comparison 
with advertising in the technical 
and trade press as applied to all 
forms of engineering? 

My own advertising in the 
aeronautical and industrial Press 
seems to be regarded as “specia- 
list” technical advertising, but 
frequently it contains copy of 
commonplace fact to the majority 
of the readership. At the other 
end of the scale copy is inten- 
tionally slanted at a minority who 
expect complete technical vera- 
city—technical in the mathemati- 
cal and engineering sense. 


The whole problem appears to 
sum up as a question of degree, 
in that certain facts available for 
an advertising presentation are 
either suitable for general con- 
sumption or comprehensible only 
to a specialist group. Thus— 

1. Facts generally under- 
stood can usually be reassem- 
bled by the agency to suit their 
presentation. 

2. Specialist facts restrict 
the amount of reassembling 
permissible by the agency to 
atiain a_ presentation—relative 
to the specialist knowledge 
possessed withi. that agency. 

3. Certain specialist facts 
are such that no reassembling 
can be carried out by the 
agency without recourse to the 
advertiser—in case technical 
veracity be disturbed. 

Group 1 then covers general 
“consumer advertising,” but 
Group 2 apart from covering 

“technical advertising” (my defini- 
tion) would also cover certain 
consumer advertising having a 
factual approach and dependent 
in all probability upon informa- 
tion obtained from the advertiser. 
Group 3 on the other hand 
would be entirely specialist tech- 
nical advertising 

Whichever group or groups an 
agency covers is affected by the 
degree of advertiser - agency 
liaison, which in turn depends 
upon the ability of the advertising 
manager especially in Groups 2 
and 3. Indeed, the average agency 
may have its ability to present 
specialist technical advertising 
enhanced in cases where the 
client is represented by an adver- 
tising manager of exceptional 
ability. In cases of complete co- 
operation the advertising mana- 
ger, surely, is virtually an integral 
part of that agency. It is rather 
a wishful thought, but such jnte- 
gration, which enhances an 
agency's ability to handle a tech- 
nical account, almost suggests 
some form of remuneration from 
the agency to the advertising 
manager. The unfortunate word 
“bribery” springs to mind—but it 
is an interesting point to con- 
sider in relation to agency per- 
centage for handling certain tech- 
nical accounts. 


Geoffrey Dodd Ltd., whose 
governing director, Geoffrey 
Dodd, wrote an article in last 
month’s technical advertising 
section, is at Sutton, Surrey—not 
Birmingham as stated. 
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What are the limitations to the wording which can be put effectively on a poster ? 

Take any really good poster— and try to describe in words what it portrays .. . adequately. 

Capturing expressions, colours, stories, atmospheres—you will soon find yourself approaching the 1,000 

—and still not quite getting everything into the picture. To those advertisers who say, ‘““We can’t put our story on a poster ”, 
we say, * Yours must be the one product or service in a hundred which cannot be described in 1,000 words—by Posters. 
But with you, Sir, we should like, as a first step, to discuss locations and allocations. In the Mills and Rockleys region, 


you will find a new and distinguished type of poster 
The MILLS & ROCKLEYS REGION presentation. Moreover, you will have the choice of 


BRISTOL MANSFIELD p P 
CAMBRIDGE several compact areas in which to test, for a small sum, 
CHELTENHAM ORWICH P . P 

COVENTRY NOTTINGHAM the merits of different designs and the truth of our 
ERBY OXFOR ° 
DONCASTER PETERBOROUGH assertions.” 
GLOUCESTER TAU Ace 

HULL TORQUAY. 
IPSWICH WEYMOUTH 
LEICESTER WORCESTER 


‘Sis vouxnow: "41 MILLS & ROCKLEYS 


You can reach neariy 2,000,000 families 
through poster advertising in the Mills /anned Pos er ert 

& Rockleys Region, which stretches Pi t Adv ising 
from Ipswich to Evesham, from 
Pontefract to Paignton. 


MILLS & ROCKLEYS LTD. 2! QUEENS ROAD, COVENTRY 


in a hundred 


different 


you will find the printed 
product of the 


Produced for the Gillette Industries Limited, this 


dominating display presents the complete range of 
L I N 0 T Yy p E Gillette products in an attractive and forceful manner. 
f Another job well done by... 


détor ADVERTISING ca 


46 BROADMEAD - BRISTOL | - TELEPHONE 26817-20460 
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TECHNICAL PRINT REVIEW 


ADVERTISING ana 
The Doctor Didn’t 


MARKETING 
LIMITED 
Order This 
By J. Me. WILLIAMS 


are booking space in 


on behalf of 


CHERRY-BURRELL 


LTD. 


(for Dairy, Ice Cream and 

Liquid Food Processing Equip- 

ment of World repute.) 

CHERRY-BURRELL LTD. 
consider FOOD MANUFACTURE 
a powerful and valuable advertising 
medium. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


EE 


HE specialised monthly 

journal dealing with all 
civil engineering in which | 
earth-moving and earth- | 
moving equipment are in- | 
volved —open-cast coal and 
iron ore, hydro-electric 
developments, land re- | 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


ARD‘HIIL} 
ICAL GROUP 


MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 


All published at 
17 Stratford Place, W.1 
Specimen copies om request | 


| publicity. 


VER the months there has 
come to hand a quantity of 
what is known, for some 
obscure reason, as “ethical” 
This, in essence, 


' takes the form of technical 


| Evans 


| impecunious 


“ethical print abroad. 


leaflets; relating to medical 
products. 

I have some examples from 
Medical Supplies Ltd. 
They are rather austere two- 
colour jobs, neatly set and con- 
taining very detailed information 
concerning the composition of the 
products, their applications and 
methods of use. 

But do doctors really want un- 
imaginative publications? Only 
doctors can answer that question, 
perhaps, but it is interesting to 
compare our own “ethical” print 
with that produced on the Conti- 
nent. Unless British doctors 
react very differently from conti- 
nental ones, or British makers of 
“ethical” products are a far more 
group than their 
Opposite numbers across the 
channel, the question is very 
much open to doubt. Take a 
look at Modern Publicity and 
compare our austere efforts 
with the beautiful examples of 
Touché? 
* * * 


Way ts tr that of all technical 


| groups, the engineering industry, 


which pays such meticulous atten- 
tion to the design of its manu- 
factured products, should so often 
fall down on the design of its 
print? 

A case in point is the Paxman 
booklet for their Oilwell diesel 
drilling units. Tremendous care 
has obviously been put into the 
business of assembling specifica- 
tions, blueprints and performance 
curves. The booklet is produced 
on good paper in three colours. 
But the design provokes one to 
comment. On the left-hand pages 
one can almost read the designer's 
mind; with only a small amount 
of specification data he has 
obviously felt impelled to fill up 
the white spac. as much as 
possible. Yet the right-hand pages 
are overcrowded. The layout for 
each spread at least has the merit 
of being standardised for each 
machine—if there can be said to 
be merit in standardising an 
imperfect standard. 

Drysdale’s produce a much 
greater sense of orderliness in 
their booklet for rotary air and 
water extraction pumps. They 
express the hope that the 
“arrangement .. . will prove of 
help to users and potential users 
of our products.” It undoubtedly 


will. But might a less glaring | 


colour combination than brilliant 
red and near-turquoise blue be 
recommended for future consider- 
ation? 

* . * * 


UNDER THE TITLE “Mastery of 
Measurement,” Marconi Indus- 
tries Ltd. publish their catalogue 
of measuring instruments, mostly 
electrical. 

This booklet of 72 pages is an 
example of first-class catalogue 
compilation. Each instrument is 
described under four main head- 
ings; general, design features, 
diagrammatic and _— functional 
summary. The layout is standar- 
dised, clean and well illustrated. 
No second colour has been found 
necessary and the book loses 
nothing by this omission. As 
Marconi’s say of their instru- 
ments—“Design is marked by a 
distinct originality but in no case 
is performance sacrificed to 
zsthetic considerations, improved 
appearance is invariably accom- 
panied by increased operational 
efficiency.” That applies equally 
to their excellent catalogue, ren- 
dering unnecessary further com- 
ment on this efficient piece of 
print. 

* * x 


Winsor & Newton's catalogue 
does much more than merely list 
the materials made by that com- 
pany. For the catalogue repre- 
sents, above all, an expression of 
policy. 

It seems that artists are 
aggrieved with their colourmen 
who, they allege sell colours 
which are not permanent; and 
keep artists in ignorance of the 
chemical composition of the 
colours they sell. The ‘book 
explodes the grievances of these 
“thoughtless critics,” from cover 
to cover. The introduction repre- 
sents a complete and _ logical 
answer and it explains the two 
“departures” in this issue of the 
catalogue, namely the classifica- 
tion of colours in their order of 
permanence and the publication 
of the composition of the pig- 
ments used. 

The catalogue is printed in 
black and deep orange, carefully 
used; it is excellently compiled, 
well indexed and solidly bound. 
Its contents raise it to the level 
of a reference book on mixing 
and permanence and jt should be 
made available to every artist 
and art student. Written by no 
professional “copywriter,” it may 
yet contain a lesson for advertis- 
ing men—the value of sincerity. 
logic and, above all. 
English. 


good | 


Colour 


JOURNAL 


The oldest and best 
journai in the trade. Known all 
over the world, It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 
83/86 Farringdon Street, E.CA. 


informed 


Have youa 
product or 
Service to offer 
EXPORTERS ? 


Hf you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
r name before the 
port Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and advertising rates 
will be sent on application to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 
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NEW BOOKS REVIEWED 


Poses, For 
Reference 


Artist's Model, by John Everard with 
an introduction and commentary by 
Charles Simpson (The Bodley Head, 
35s.). 

For commercial artists this 
book is quite invaluable, for it 
gives in 172 pages of photographs, 
innumerable natural and posed 
positions of the human body. 
Models are photographed in a 
particular stance and this stance 
is then examined photographically 
from every angle. Apart from 
the photographic merit of the 
book, its usefulness to refresh the 
artist's memory is _ invaluable. 
How, for instance, does a girl 
hold her arm when pouring milk 
into a cup, or what does an 
athlete look like as he takes a 
hurdle at full speed? The models 
in this book—both men and 
women—are certain to supply 
the answer. 

Special attention is paid to the 
hand, probably the most difficult 
part of the human anatomy to 
draw or paint. Photographs show 
hands holding a glass, a cigarette, 
a telephone. A series of three 
Pages, each carrying six pictures, 
illustrates a pair of hands knit- 
ting. This is followed by a series 
of studies of hands with person- 
ality, a gnarled pair clasping a 
spade, a strong pair holding a golf 
club and an old man’s shrivelled 
pair toying with a pair of spec- 
tacles and filling a pipe. 

“| have sought to portrait types 
as they find favour to-day,” the 
author explains. The implied 
suggestion that this book depends 
for its span of life upon whims 
of fashion is modest. However 
much dust there may be in the 
studio, Artist's Model will always 
be unsullied—except for the 
marks of many licked fingers that 
turn the pages in search of the 
right pose.—E.M. 


This Diary is 
Worth Keeping 


Staples Year Book, 1952 (Staples Press 
Ltd., limited edition) 

So many printers give their 
clients diaries or calendars. How 
is one to make sure that they 
will keep any particular one? 

Staples Press have found the 
answer to this problem: They 
have produced a volume, more 
book than diary, that most 
recipients will want to keep on 
their desks for the whole year, 
and on a conveniently handy 
shelf for many years thereafter. 
For this fourth edition, of which 
only a limited run of 229 
copies have been printed, is well 
worth keeping. 

Apart from the intrinsic beauty 
of the printing—there are 
examples of lithography and 
letterpress—much useful] material 
of everyday importance is in- 
cluded. For the man who knows 


little about the technicalities of 
printing, there is an_ article 
describing the making of a book 
from its conception to jts arrival 
in the hands of the public. The 
different printing, blockmaking 
and binding techniques are among 
the subjects covered. 

For the technically more 
emancipated reader, there is an 
article on house styles, notes on 
the law as it affects the printer, 
and a glossary of technical terms. 
The reference sections end with 
tables on foreign currency ex- 
change rates, postal information, 
simple and compound interest 
tables. and information on pur- 
chase and income tax. 

If its successors continue to 
maintain the standard set by this 
and previous editions, they also 
will remain treasured assistants 
long after the year of their diary’s 
life has run out. 


The Story Of 
Wholesaling 


Wholesale Textile Distribution, _ by 
W. T. Caves (Mirror Printing Co., 
12s. 6d.). 


The secretary of the Wholesale 
Textile Association records the 
fascinating history of wholesale 
distribution of textiles. The 
same methods may be applied in 
principal to other fields of whole- 
sale distribution. This study of 
the wholesaler—or “middleman” 
—is intended to dispel the illusion 
that he is a parasite, and jllus- 
trates his beneficial activities to 
the community. A section is 
devoted to the “mechanics” of 
wholesaling for students wishing 
to visualise the layout of a typical 
wholesale textile warehouse. 

S.B.B. 


Elementary 
Research 


A Short Course in Market Research 
by Max Adler (C. E. Fisher & Co 
Publishers Ltd., Ss.) 

Market researchers are con- 
stantly complaining that there is 
a lack of understanding of their 
functions among top manage- 
ment. People do not appreciate 
the useful part they can play in 
the marketing scheme. 

This slim little volume, of only 
70 small pages, will do as good 
a public relations job for them 
as any amount of talking. For 
it covers the whole field of mar- 
keting research and gives an 
insight into not only the func- 
tions of research but also the 
methods. 

This is not, of course, the 
primary object of the book. But 
since it states its case clearly. 
presents its arguments intelli- 
gently, and is written by a re- 
search worker of considerable 
experience. it will be a_ useful 
stepping-off point for any student 
seeking to understand market 
research—be he beginner or 
managing director. 


WE ARE NOT AVERSE TO BURNING 
THE MIDNIGHT OIL. When needs must, 


we can put ona sprint with the best. But we're 


real sticklers for the finer details of reproduction; 


we use up-to-date equipment, modern methods and 


a cheerful, skilful staff to check accuracy to the 


Nth degree. 


That requires time and patience. 


We welcome you any way. Consult us in good 


time and we welcome you with open arms! 


CHARLES 


& READ 
LIMITED 


Printers by photo-litho-offset 


|27 CHANCERY LANE, LONDON, W.C.2. 
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Commercial Films 


$52 


Film On A Stand At The 
Building Show Paid 
Quick Dividend 


Review Of New Productions by PAUL NUGAT 


fj UOGED by the annual 
exhibition at Olympia, the 
building trades are barely film 
conscious. Walking from one 
well-ordered stand to another 
the buyer eyes a range of inani- 
mate objects from concrete 
mixers to pest killers. 

If he arrives with his interest 
already kindled, he can ask 
respectful questions about per- 
formance and he can take or leave 
the salesman’s word. In some 
instances, the machinery was 
actually put to work, but mostly, 
the machines, the heating appli- 
ances, and the adjuncts to build- 
ing, stood inert. 

It was, therefore, a pleasure to 
see, on the Chaseside Engineer- 


ing Co.'s stand, a new film, 
Maid Of All Work. This 700- 
foot film on 16 mm. was speci- 
ally commissioned from Gateway 
Film Productions to be ready in 
time for the exhibition. It has 
the simple, direct purpose of 
selling their light excavator by 
showing potential customers its 
paces on building sites, quarries, 
and on sea defence. That the film 
had already paid rich dividends 
by the end of the first week of the 
exhibition is proved by the order 
book, which had recorded higher 
sales than for the whole period 
of the previous year’s exhibition 
fortnight. 

It is not in any Way an excep- 
tional film. It can be faulted 
for several instances of sluggish 


Linotype machinery is displayed with the primary object of showing 


operators and overseers how to get best performance from it. 


But 


the film will surely help to sell machines, too. 


editing, and for failing to demon- 
Strate the easy convertibility of 
the machine to light bulldozing, 
dumping, etc. 

These failings are outweighed 
by its virtues. The film, made in 
Kodachrome, proves the mancevr- 
ability of the machine; carries 
out a_ short time-and-motion 
study between a manhandled brick 
hod and an adaptation used by 
the light excavator; and proves 
its versatility. Naturally, the star 


of the film is present on the stand 
—a steel] structure with nothing 
to say for itself, that the film can- 
not say on its behalf. 


* * * 


HE connection between 

chickens and the oil industry 
may seem vague to those who 
think of oi] and its by-products 
as being associated with machin- 
ery alone. Life Story produced 
by Technical and Scientific Films 


LONDON, W.C.2 


S. PRESBURY & CO. LTD. 


Indeed, 


if your efforts deserve a Digger audience... 


. . . there’s one of 15,000,000 ready for you—if you 
pass the baby to PRESBURYS. A regular appreciative 
audience in 3,500 cinemas in all parts of England, 
Wales and _ Scotland. 
PRESBURYS bring you the only available cinema 
audience. Whether you use Films, Filmlets (coloured or 
monochrome) or Slides, PRESBURYS provide a com- 
prehensive and experienced service on all aspects of 
screen advertising. Make it a PRESBURY film and 
you make it a selling film! 


PRESBURYS © 


in many towns 


GLOUCESTER HOUSE, 19 CHARING CROSS ROAD 
Telephone : WHitehall 360! (P.B. Ex) 


Member of the Association of Specialised Film Producers 
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for Esso Petroleum Co., Ltd., will 
correct this impression. On the 
Animal Trust Farm at St. Ives, 
the poultry population is being 
increased by the most careful 
attention to the science of heat 
treatment. The heat is provided 
by paraffin. How, then, to get 
the most efficient use out of 
paraffin for the incubator and 
the coop, is the first aim of the 
film. The instruction is wrapped 
up in a most fascinating sequence 
showing in close-up the key 
stages in the growth of the 
embryo within the egg Technical 
& Scientific Films Ltd. are 
always at their best when they 
have to confront a_ technical 
problem. 

The second aim of the film is 
to show the farmer the advant- 
ages of plucking by dipping in 
molten wax. 

Photographed in Kodachrome 
the 25 minutes of “Life Story” 
are not a moment too long. 


* * * 


Base productivity teams 
have kept the “Queen Mary” 
filled this year. Now we have 
been presented with a visual 
record of one of these teams in 
the U.S. The film, Over To You, 
is intended to persuade workers 
and managements in the garment 
and hosiery industries to put their 
works in better order “Over To 
You” was photographed by an 
American film company without, 
I should say, a clear briefing. 
The camera follows the team 
around like a stray dog. In the 
18 minutes, we see far too little 
of what the team saw of 
American know-how, and hear 
far too many platitudinous 
speeches. Surely, the one justifi- 
cation for making such a film 
would be to stimulate manage- 
ment and workers to read the 
team’s Report! “Ove- To You” 
will certainly not do that. 


* * * 


ETTER, far better, though 
a little too facile, are The 
Way and Motion Study In 
Action. Two simple explanatory 
films—ihe first is American and 
has a rather boyish earnestness in 
propagating the virtues of motion 
study—the second is an example 
from a British factory of motion 
study applied to a_ simple 
assembly operation. 


* * * 


em best dual purpose films 
are those which by seeking 
to fulfil one purpose thoroughly, 
indirectly fulfil a secondary aim. 
The Operation and Application 
of Modern Linotypes sets out to 
purvey knowledge to the manag- 
ing printer and to the artisan con- 
sidering a career as a Linotype 


operator. After a brief intro- 
duction to various types of 
Linotypes, the main sequences 


concentrate on the beautiful per- 
formance of two models, their 
easy manipulation, and detailed 
close-ups of the mechanical 
intricacies. The accompanying 
commentary, spoken b ichard 
Dimbleby. is ae the 


cere. clean and without 
tricks. 


t will be welcomed by 


553 


Technical Colleges, whose film 
libraries are sparsely stocked, and 
it will be welcomed by every 
printer, experienced or no. The 
long-term outcome will be higher 
sales of Linotypes—this being the 
secondary aim in the background. 
Once again, Technical and 
Scientific Films were the pro- 
ducers. 


* — * 
HOMAS French & Sons 
Ltd. produced their first 


publicity film in 1926 when this 
medium was still in its infancy. 
Jack Hulbert and Cecily Court- 
neidge were the stars. Their 
second venture did not come until 
1949, when Jimmy Hanley and 
Honor Blackman wer the actors. 
Now a colour film. Curtain Up, 
with Terry-Thomas, confirms that 
the 1949 effort was a success. 

At this latest showing, the three 
films were shown consecutively— 
to the detriment of the two recent 
efforts. Hulbert and Courtneidge, 
without the aid of sound or—as 
in the most recent film—colour, 
held interest for more than twice 
as long. The story and humour 
were stronger, the introduction of 
the product more natural—and 
the acting was streets ahead of 
that in the modern films. 

Where the latest film scores is 
in the presentation of curtains in 
colour. But the product to be 
sold is Rufflette curtain tape, an 
article of neutral colour which is 
no more desirable when presented 
in colour. 


BRIEFLY 


Shell-Mex and B.P. Ltd.'s 
annual gesture to the motorist 
took the form of a film record of 
the Monte Carlo Rally, 1951. 
Produced for them by Faro Films 
Ltd. with Continental coverage 
by six foreign film companies, 
this saga was sheer heaven for 
the motoring fiends in the audi- 
ence. To an outsider like myself, 
unacquainted with any of the 
competitors, 20 minutes instead 
of 56 would have been adequate. 

Cotton Counts, a 20-minute 
scrapbook on the role of cotton 
in the world to-day is a queer 
dish for the Cotton Board to 
have served up. They do not 
seem to have made up their 
minds as to whether they wanted 
a review of the cotton industry or 
a revue thereof. They have given 
a little of both. 

Another mammoth contribu- 
tion for the farmers, from Shell- 
Mex and B.P. Ltd., is a technical 
film treatise on Grain Drying. In 
two parts, the film studies the 
behaviour of a single grain, and 
the properties looked for by 
miller and maltster. The second 
part ventilates the farmer's prob- 
lems in drying grain. 

An admirable feature of The 
Waking Point, Crown Film Unit 
production for Civil Defence 
Recruiting, is that it does 
not preach. Because it gives the 
facts and lets the audience decide, 
its message will be acceptable to 
all but the most cynical. The film 
runs for twenty minutes and is 
on 16 mm. and 32 mm. 
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WHOever you are... 


WHATever your product... 


WHEREver your markets lie... 


GUILD FILMS CAN SERVE YOU 
as they are serving:— 


Cent 


Bakelite Ltd. 

Crookes Laboratories Ltd. 
Imperial Chemical Industries Ltd. 
Southalls (Birmingham) Ltd. 


Chiswick Products Ltd. 
Chivers & Sons Ltd. 

Cow & Gate Ltd. 

Mars Ltd. 

Nestle’s Milk Products Ltd. 
Oxo Ltd. 

W. Symington & Co. Ltd. 
Tate & Lyle Ltd. 


Sy 
ARSE 
~~ 


Admiralty (Directorate of 
Naval Training) 
Air Ministry. 
Army Kinema Corporation. 
British Electrical Development 
Association. 
British Iron & Steel Federation. 
Central Office of Information. 
Coal Utilisation Joint Council. 
Conservative & Unionist Films 
Association. 
The Cotton Board. 
The Gas Council. 
International Tea Market 
Expansion Board. 
London County Council. 
National Coal Board. 
News Chronicle. 
Rugby Football : 
Four Heme Unions. 


Anglo-Iranian Oil Co. Ltd. 
Esso Petroleum Company Ltd. 
Shell-Mex & B. P. Ltd. 
Vacuum Oil Company Ltd. 


Automobile Association. 
B.S.A. Cycles Ltd. 

Daimler Ltd. 

De Havilland Aircraft Co. Ltd. 
Harry Ferguson Ltd. 

Ford Motor Company Ltd. 
Rolls-Royce Limited 

The Rootes Group 


Allied Ironfounders Ltd. 

Babcock & Wilcox Ltd. 

British Thomson-Houston Co. Ltd 

British United Shoe Machinery 
Co. Ltd. 

Brush/Aboe Group. 

Courtaulds Ltd. 

Thomas De La Rue & Co. Ltd. 

Dunlop Rubber Co. Ltd. 

Gestetner Ltd. 

Hoover Ltd. 

Imperial Typewriter Co. Ltd. 

Indian Jute Mills Association. 

Irish Linen Guild. 

Joseph Lucas Ltd. 

Linotype and Machinery Ltd. 

Peglers Ltd. 

Pilkington Brothers Ltd. 

Richard Thomas & Baldwins Ltd. 

The Quasi-Arc Co, Ltd. 


The Marshall Plan (E.C.A.: Mission to the United Kingdom) 


THE FILM PRODUCERS GUILD LTD. 


Verity Films Ltd. 
Production 

Greenpark Productions Ltd. 
Production 

Publicity Films Ltd. 
Production and Distribution 


Merton Park Studios Led. 

Production and Studios 

Technical & Scientific Films Led. 
Production 

W. M. Larkins & Co. Led. 

Cartoon, Puppet and diagram animation 


Sound -Services Ltd. 
Mobile Distribution: Equipment sales and service: Library service 


GUILD HOUSE - UPPER ST. MARTIN'S LANE - W.C.2. TEM. $420 
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ACK in England after three 

years is Frank Goldberg, 
dynamic head of one of the big- 
gest advertising groups’ in 
Australia and New Zealand. And 
the changes that he has noticed 
are all to the good. It seems that, 
along with smartening up our streets, 
we have improved the quality of 
our advertising, and, especially, our 
public re‘ations and _— industrial 
relations 

It is the last two that are M-: 
Goldberg's special concern now. 
The great task of advertising in these 
days, he feels, is to re-interpret the 
true interests of the workers in 
understandable modern terms. The 
West's biggest task is to regain the 
faith and loyalties of its followers 
by patient and practical public 
relations policies. 

Bound up closely with this is the 
development of the tourist trade, 
which he considers of first-class im- 
portance in breaking down barriers 
of suspicion and ignorance. The 
founding of many U.K. factories in 
Austra‘ia with mixed British and 
Australian staffs has, together with 
the effects of British migration, 
worked wonders in a couple of years, 
he tells me. 

It's an ill wind. . . . Thanks to the 
inflationary tendency and the con- 
sequent slowing-up of trade, adver- 
using is booming in Australia, he 
says; for the Australians wisely 
believe that the harder the selling, 
the more the need for advertising. 
Enviable, also, is the newsprint 
situation. Not long ago consump- 
tion was down to 60 per cent of 
pre-war: now the supply has im- 
proved considerably. 

Mr. Goldberg wi!l be here till 
early in February. He is now in the 
throes of a heavy schedule, meeting 


$54 


Mainly Perdsonal— 


IT IS NOT every day that a non- 
advertising man is rung up by a 
friend and offered the managership 
This is what hap- 
pened to Erik Elinder, 


was managing director of a savings 
Promotion association. 
nection he had many a hard tussle 
with advertising agents, who in his 
“often did very litth work 


agency managership, he replied that 
few things would interest him less. 


The Voice of Kent. 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LONDON - 80 FLEET STREET 


e. Foster Erik Elinder 


joined the Wilh. Andersson's adver- 
tising agency in March 1950. He has 
made many changes in it, radically 
regrouped his staff, and deliberately 
weeded out ten per cent of his cients 
—the smaller and less promising 
ones. 

“The dream of my parents was 
that I should become a teacher,”’ he 
tells me. “They have had their wish, 
but not is the way they thought. In 
our time the job of a publicity man 
is closely akin to that of a teacher. 
True, he is not so well off as regards 
security; the holidays are shorter, 
and he does not always get time to 
take them; while the question of a 
pension is for some strange reason 
of little interest to a publicity man, 
who lives strenuously in the present.” 


* * * 


“MR. BLACKPOOL” will retire 
before long. That is the name 
which W. E. Foster has won for 
himself since taking over the job 
of Blackpool's Director of Attrac- 
tions and Publicity more than 30 
years ago. 

Mr. Foster has played a pioneer- 
ing role in many forms of publi- 
city that are now taken for granted, 
such as carnivals on Rivicra lines, 
guest holidays, old folks’ holidays, 
autumn illuminations on the grand 
scale, and the frequent use of 
broadcasting. He persuaded his 
“City fathers” to spend money on 
broadcasting ‘ong before the days 
of the B.B.C. as it is now consti- 
tuted. 

His last major triumph in this 
direction was the television broad- 
cast of the illuminations to mark the 
opening of Holme Moss. L happen 
to know that when the subject was 
first broached the engineers said it 
was impossible, tut Mr. Foster 
brought in the local transport man- 
ager, and after months of planning 
and work, the broadcast was 
achieved, and television was made 
from a moving vehicle for the first 
time. 

He has, of course, been respon- 
sible for innumerable events, shows, 
motor races, air pageants, and con- 
ferences. Indeed he has already 
arranged accommodation for five 
conferences in 1953, in which year 
the Royal Show will be held at 
Blackpool—the first time for an 
agricultural show of this magnitude 
and importance to be held at the 
seaside. He has had to deal with 
so many distinguished people in his 
time that his visitors’ book reads 
like a combination of Burke's 
Peerage and a world edition of 
Who's Who. 

Incidentally, Blackpool claims to 
be the first municipal borough to 
employ someone to boost its attrac- 
tions. Right at the start of the 
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Goldberg sees indus- 
trial relations as 
West’s main hope: 
How Elinder got that 
managership: W. E. 
Foster has been “Mr. 
Blackpool” over 30 
years: Three ad. 
men on footplate. 


By CONTACT 


century, the late C. Noden was pub- 
licising the delights of this resort. 
© a 
1 AM sure that if 1 were to an- 
nounce that an advertising man had 
climbed Mount Everest, another ad- 
verlising man would write to me 
pointing out that he did it three 
years ago. 

A tittle while ago I reproduced a 
picture of Frank Jeffery (advertising 
manager of Murphy Radio) on the 
footplate of the 4.5 out of Man- 
chester. Now comes a missive from 
G. L. Wareham (publicity manager 
of Skefko Ball Bearing Co.) telling 
me that during a business visit to 
Sweden in September, when en route 


trom Stockholm to Hofors, he rode 
on the footplate (if that is the word) 
of an electric loco as far as Uppsala 
in company with Leif Magnus (pub- 
licity manager of Akticbolaget 
Svenska Kullagerfabriken (SKF) 
Gothenburg) and Nils Mard (direc- 
tor of public relations, Swedish 
State Railways). 

Mr. Wareham was a'so taken 
down an ore mine at the SKF steel- 
works at Hofors. The accompany- 
ing picture shows him and Magnus 
before going down. The javelin- 
like object Mr. Wareham 1s holding 
is a drill for mining the ore. 

“The things we do to get our 
facts right!’’ he says. 


WEEKS WISECRACK 


an 


“I trust that the office 
carol-singers ‘will omit 
all reference to winter 
fuel this year.” 
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Saitou oi 


‘ To all our advertisers 
OR well over a century this 


EE ky cD Sep thon extend our best wishes 
women of influence throughout for Christmas and the 
Scotland. Advertisers whose pro- 1951 New Year 
mee ge a ape | Evening News Porsmout 
certainly include THE SCOTSMAN Hampshire Telegraph & Post 
in their appropriations. Chichester Observer Series 
Sunderland Echo 


SCOTLAND’S NATIONAL NEWSPAPER Northern Daily Mail 
W. Hartlepool 


iniiaiaiiie i a Billingham Press 


EDINBURGH LONDON, E.C.4 County Durham 


Portsmouth & Sunderland Newspapers Ltd. 
London Office: 85 Fleet St., E.C.4. Telephone CENtral 2845 


and their agents we 


KOKOKOKOKOKOKOKOKOKOKOKOKOX 


WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 
specify 


“PBL bUbITE” 


Screen and Water Soluble 
Brush types available 


*+O+ Ot Ore 


eh Ab db ip ip i i i- i-_ i i- i-p i / i- - i ie 222 eee?! oe 2? 
i id 


Ideal for Outside and Indoor Display. - 
ver, mon an “<quainteg 


How. 
better in —_ 


* 


Shade cards, prices, ete., enquire:~ 
CHEKMIAN SILKS LTD 

45,, POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 


TIMES HERALD BUILDING - BOURNEMOUTH 
Westbourne 6327! 
A.B.C. (Jane 1953), 34,562, and now selling 36,000 
London Repr. DAVID L. CLACKSON, 80, Fleet St, E.C.4, 
i CENtral 2626 
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ADVERTISER'S WEEKLY 
ACCOUNTS MOVING 


Booths And Whiteways Go 


To Dorlands 


Dorland Advertising Ltd. have 
been appointed to handle two 
major accounts—the Whiteway 
Cyder Co. Ltd. and Booths gin. 

The Whiteway appointment in- 
cludes the responsibility for hand- 
ling the advertising for both White- 
way’s cyder and Cydrax. The 
appointment is from January 1. A 
full scale campaign will be de- 
veloped in the spring. 

Dorlands are already handling ad- 
vertising for Booths gin overseas. 
They will take over home advertis- 
ing, using both Press and posters, 
is from April 1 

* * * 


Greenly’s Get Big 
Optical Account 


As from January 1, Greenly’s 
Ltd. will handle the advertising of 
British Optical & Precision 
Engineers Ltd., a company within 
the J. Arthur Rank Organisation. 
Manufacturing companies of 
B.O.P.E. include British Acoustic 
Films Ltd., A. Kershaw & Sons, 
Gaumont-Kalee Seating Ltd., and 
Taylor, Taylor & Hobson Ltd. 

Disiributing companies include 
G.B. Equipments Ltd. (G.B.-Bell & 
Howell 16 mm. and 8 mm. pro- 
jectors, cameras and accessories; 
G.B. 16 mm. entertainment, educa- 
tional and instructional films, film 


| strips, etc.): G.B.-Kalee Ltd. 
| (sound, projection, studio and 
' cinema equipment); Kershaw-Soho 
(Sales) Ltd. (binoculars, magnifiers, 
sill cameras); and Taylor, Taylor 
& Hobson Ltd. (lenses and preci- 
sion instruments). 
Details of the 
plans for the extensive 
material covering this 
now being prepared. 
# * 


and 
publicity 
field, are 


campaigns, 


Light Hart Rum, a product of 
the United Rum Merchants, and 
distributed by L. Rose & Co., Ltd., 
will move to Graham & Gillies Ltd. 
on January A pew campaign 
incorporating national dailies, 
London evenings, general magazines 
and selected provincial mornings 
has been planned. 

»* * * 
Rachete Dorrity Advertising Ltd. 
(Leicester) have been appointed to 
handle the advertising of Claude 
Grove Ltd., corset manufacturers. 

* + + 


Marlow’s Advertising have been 
appointed agents for Gulliver's 
Travel Ltd. ~ 

* * * 

Doig Advertising Service (New- 
castle) are taking over The Bushing 
Co., Ltd., of Hebburn, manufac- 
turers of Texolex bushings and 
Texolex laminated plastic mould- 
ings. Space has been booked in 

electrical and iron and _ steel 
technical Press, and also in the 
Times Review of Industry and 
British Engineering, starting Janu- 
ary 


experience of 


and 


DIRECTOR GENERAL 
OF THE 


ADVERTISING 
ASSOCIATION 


Applications are invited for this 
appointment from men with wide 


business who should be free to 
commence not 
March, 1952. Organising ability 
responsible 
experience are essential qualifica- 
tions. The post will carry with it 
the opportunity of participation 
in a Superannuation Scheme. 


Applications, which will be treated in strict confidence, 

should give full particulars of experience, age and 

salary required and should be addressed to The 

Chairman, Executive Committee, The Advertising 

Association, 110 Fleet Street, London, E.C.4, marked 
‘Director General’ 


the advertising 
later than Ist 


administrative 
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CURRENT ADVERTISING 


NEW_CAMPAIGNS 


Record Scheme For 
Anadin 


The biggest ever consumer cam- 
paign for Anadin has now broken. 
Papers being used include national 
dailies and Sundays (11 in. triples 
and other ‘arge spaces) and top cir- 
culation magazines, _ particularly 
those with a feminine interest 
appeal. Slogan being used is 
“Anadin acts fast.” In the shops 
self-service display stands have 
been installed, each display piece 
holding one dozen packets of 
Anadin. Agents are C. Mitchell & 
Co., Ltd. 

* ad * 

A Christmas campaign for 
Whitakers Almanack is now run- 
ning in The Times, Daily Telegraph, 
News Chronicle, Manchester 
Guardian, provincial and Scottish 
dailies, New Statesman, Economist, 
Spectator, Time and Tide, Observer 
and Sunday Times. The agents, 
Everetts Advertising Ltd. are also 
running a scheme for Kardomah 
tea in the Lancashire and Cheshire 
areas. This campaign includes a 
12 second filmlet, part of which is 
animated. 

BS 


a & * 
A full page for Mattamac rain- 
wear appeared in the Daily Graphic 
last Thursday. It was placed by 
S. H. Benson Ltd. 

* * 


The Atlas Diesel Co., Ltd., in 
collaboration with the Swedish 
Sandviken Steelworks, are taking a 
series of double page spreads in 
leading technical journals in the 
mining and civil engineering field 
to describe recent tunnelling records 
achieved by what is known as “the 
Swedish Method" of rock-drilling. 
Intam Ltd. are the agents. 


oa 


The Jackson Electric Stove Co., 
Ltd., are using the electrical trade 
Press for Christmas advertising. 
Baker Platinum Lid. are placing 
renewals in trade publications. Both 
accounts are handled by T. B. 
Browne Lt 

* ” 


NEW_ ACCOUNTS 

Smee’s Advertising Ltd. have 
been appointed to handle the ad- 
vertising for Sorex (London) Ltd., 
makers of Squeak mouse k ller. 
Trade Press advertising is now ap- 
pearing for Squeak and the product 
will be advertised in John Bull and 
Illustrated this month. 

* * * 

Good Publicity Ltd. are to 
handle the marketing and advertis- 
ing of Plant Gas-fired Heating 
Units. Space is being booked in 
the technical Press and a national 
campaign, to start in the New Year, 
is m preparation. 

* * * 

New accounts for Norman Davis 
Ltd. include Plywood & Timber 
Products Agencies Lid. and Thomas 
S. Cunningham Ltd. 

* * * 

Publicity for Thistle Ware, decor- 
ative stoneware produced by A. W. 
Buchan & Co., Ltd., is to be 
handled by Doig Advertising Ser- 
vice (Newcastle). This agency has 
also been appointed for Coastal 
Radio Ltd., makers of marine 
radio for small craft. 

* * * 


Gordon Advertising Ltd. have 
been appointed to handle a spring 


campaign for Brummer StopCrack. 
This will appear in leading national 
journals and will be backed with 
countér display material. This 
agency has also been appointed for 
a7 Milburn Manufacturing Co., 
Ltd. 
* * 

ACCOUNTS RELINQUISHED 

The Champion Electric Corpora- 
tion account is to be relinquished 
by Commercial Advertising Service 


Ltd. (Manchester), as from Decem- 
er 31. 


* * * 
‘LOOKING FOR 
TROUBLE’ 


Local advertising campaigns to 
impress upon motorists and goods 
vehicle operators the need for 
regular inspection and service of 
motor vehicles are being launched 
by members of the Society of 
Motor Manufacturers and Traders. 

The Society has initiated the cam- 
paign because of the inadequacy of 
the home quota of new vehicles 
resulting in the large number of old 
vehicles which still have to be used 


daily. 

“The service side of the industry 
has the tremendous task, of keeping 
our cars and goods ficets in as good 
trim as skill and plant will allow. 
It is a policy of common sense, as 
much for the user as the trade, to 
achieve the co-operation which the 
campaign advocates,” a Society 
spokesman told ADVERTISER'S 
WEEKLY. 

In addition to 
editorial publicity is 
used. 


advertising, 
also being 


* * cd 
Film Publicity For 
Seaside Town 


Great Yarmouth has now decided 
to use films as an = advertising 
medum. A filmlet about the town 
will be shown in various places pre- 
ceding newspaper advertisements. 

The town’s publicity director, 
John Kinnersley, told Norwich 
Rotary Club that in response to 
advertisements this year 41,000 
guides were distributed, 70 per cent 
to the Midlands. 

As a result of this advertising 
Mr. Kinnersley estimated a holiday 
season turnover of £2 million. 

A Publicity Association has been 
formed and has contributed £1,500 
for further publicity. A contribu- 
tion was also made by British Rail- 
ways. 

~ * * 


Milhado Represents 


Radio Saarbrucken 


Albert Milhado & Co., Ltd., 
have taken over sole representa- 
tion of Radio Saarbrucken. It is 
estimated that five to six million 
listeners use this station covering 
the Saarland, Eastern France and 
West Germany to the Rhine. 

Firms using Radio Saarbrucken 
include Colgate, Gillette, Palm- 
olive, Pepsodent, Tampax, Vim, 
and Gibbs. 


The January issue of the Reader's 
Digest, in an attractive silver cover, 
contains a 20-page condensation of 
: new book called The Sea Around 

5. 
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F THE LIVERPOOL J 


: DAILY POST 


The Woman’s Page carried in each 
Thursday’s issue of the “Liverpool 
Daily Post” has a readership of 
intelligent women of good taste. 
Space on these Women’s-Interest 
Magazine pages is a particularly 
attractive buy for advertisers of 
products with feminine appeal. 


CURRENT A.B.C. FIGURE 
77,263 
ADVERTISING RATE 


25/- 


Single Column Inch 


VICTORIA STREET, LIVERPOOL 


Telephone: CENtral 8400 


132-4 FLEET STREET, LONDON, E.C.4 


Telephone: CENtral 7656 
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ADVERTISER'S WEEKLY 


THAT 100,000 copies of a C.0.1, 
poster on “coughs and sneezes” 
have been printed for distribution 
to factories and large-scale catering 
establishments in England and 
Wales, Two thousand have also been 
prepared for Scotland. 


* . » 
THAT six leading newspaper editors 


and proprietors from the Middle 
East recently visited the Redbourn 


works of Richard Thomas & 
Baldwins Ltd. 
* - * 


THAT G. S. Royds Ltd.’s darts 
team beat W. S. Crawford's team 
2—0 at the Crown & Anchor, Wine 
Office Court. 


THAT Winston Clark Studio recent- 
ly designed and produced this figure 


for Berlei Ltd. It is in two colours 
and is 44 ft. high. 


558 


We Hear— 


THAT Leon Goodman Displays 
Ltd. are sending a cigarette-proof, 
alcohol-proof, scratch-proof and 
heat-proof cocktail tray to friends 
as a Christmas gift. 

oe * * 
THAT Leslie L. Dean, advertise- 
ment manager of the Birkenhead 
News group, has been = esented by 
his wife with a son, Graham Dudley, 
brother for Christina. 

* * * 
THAT publicity in this country for 
the Swedish firm of AB (Aktie- 
bolaget) Evarnmaskiner, agricul- 
tural machinery and scientific 
instrument manufacturers, is to be 
handled by R. C. Liebman. 

* . * 
THAT the publicity committee of 
Torquay Corporation, in conjunc- 
tion with the Torquay Hotels Asso- 
ciation, recently entertained three 
separate parties of travel agents for 


week-end visits to the resort. More 
such visits are plan 

* * . 
THAT E. H. C of W. H. 


f arpenter, I 
Smith's bookstall at London Air- 
port, has won the £20 contest for 
the best opinion on the new Good 
Housekeeping cover, Bernard Arch, 
circulation manager, National 
Magazine Co., announces. 

* * * 
THAT Macclesfield is to have a new 
and bigger official guide book, 
which will be distributed in this 
country and abroad. 


* ADVERTISING MANAGER’S CORNER 


Number Unobtainable? 


When there’s no response to your call for new 
ideas in point-of-sale advertising, when you 


feel you have hung on too long waiting for 
someone to ring the bell, and when you are 
still a long distance from getting the “ number ” 
you are after, there’s no need to feel cut off 
from all help. Switch to a new line—a really 
live wire—in short, ring REG 3295, and ask 


Harris about it. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-4 


THAT G. S. Royds Ltd. football 
team beat Strand United (George 
Newnes) 4—1 at the News Chronicle 
oom ground, Morden, on Sunday. 


* * + 


THAT the printed programme 
showed a cartoon of a goalkeeper 
calling: “Have a go Royds! —Here’s 
plenty of Space—now fill it. 
* * * 

THAT Charles Birchall, leader of 
the Productivity Team of British 
Lithographers, will be on the air 
on Sunday, December 16, as guest 
of the Jo Stafford Show (“Time for 
a Song”) Productivity Interview 
from Radio Luxembourg. He wil 
speak about what impressed him 


most in the U.S. lithography 
industry. 
* ~ ~ 


THAT Hilary eldest 


Godbold, 
daughter of Ernest Godbold, won 
first prize at her school fancy dress 
party. Her sandwich boards carried 
posters designed by Godbolds Ltd., 
agents al the 2 Show. 


THAT om the ap ae of 
the local council, an illuminated 
advertisement tableau 50 ft. x 
17 ft. will be erected in Euston 
Road for Blackpool next year. 

*~ * * 


THAT Lord Provost of Glasgow 
Sir Victor Warren, now on a good- 
will tour of the United States and 
Canada, has pee Toronto 
Men’s Press Club with a scroll from 
the Glasgow Club and will bring 
back to the Glasgow organisation a 
gavel presented to him by Arthur 
Cole, a | Toronto pene. 
* 


THAT 29,000 attended the National 

Exhibition of Caged Birds and 

Aquaria at Olympia—9,000 more 

than jast year. The exhibition was 

_— by Cage Birds and Water 
ife. 


OBITUARY 
A. M. Richard 


Allan Miller Richard, sole partner 
of the old-established family busi- 
ness of Miller & Richard, type 
founders, Edinburgh, died in an 
— nursing home on Satur- 

y 
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y Christmas 


Mappy New Yea 


THAT London Transport stations 
will be graced with this attractive 
poster for Christmas. 


* * * 


THAT a new commercial radio 
Station, WIVI will open on St. Croix 
in the Virgin Islands shortly. 


ADVERTISING 
DIARY 
riday, 


December 14. 
Liverroo. aND District Pus- 
LICITY ASSOCIATION luncheon meet- 
ing. C. Harold Vernon on “Blissful 
thinking.” 

Pusuicrtry Civus oF LONDON 
Christmas luncheon. Savoy Hotel. 

East ANGLIAN PusBLicity CLUB 
Chrismas party Colchester 

Pusticity CLUB OF SHEFFIELD. 
, jourcy on “Traitors in 
Britain.” Grand Hotel. 12.45 p.m. 

MANCHESTER PUBLICITY ASSOCIA- 
TION Christmas luncheon Cafe 
Royal. | p.m 


PACKAGING 

Andrew 
on “Packaging for the Services." 
White Horse Restaurant. Birming- 
ham 


Press ADVERTISEMENT Man- 


AGERS” ASSOCIATION Christmas 
luncheon. Waldorf 
Pusticity Cius OF LONDON. 


Quiz night with Berks anp Bucks 
tus, Recent Cus. and Assoc a- 
tion of Diploma Holders of the 
A. teams. Waldorf 6 pm 
BIRMINGHAM PusLictty ASSOCIA- 
TION Christmas ‘*‘gct-together.”” 
White Horse Hotel. 7 p.m 
Puswiciry Ciun_ OF Nort 
Waxes publicity ball Metropole 
Hotel, Colwyn y 
ber 18. 


ADVERTISING Cus. 
Brews'er on “Foundry 
work.”’ (Educational lecture). 

INCORPORATED ADVERTISING MAN- 
AGERS’ ASSOCIATION (Manchester 
branch. L. Prunskill on “‘Exhibi- 
tion stand construction."” Queen's 
Hotel. 6 p.m 
Pusticiry Ciup OF LONDON. 
Littl journey to Cadby Hall, 
10.30 a.m. 


y. 
REGENT 
Ww 


esday, December 19. 

Freer Sreeer Co.tumn Cius 
Christmas luncheon. Connaught 
Rooms. 


ursday, December 20. 
PusLicity CLUB OF NEWCASTLE. 
Speaker: Miss S. Sturgeon. 1 p.m. 
Berks «ND BUCKS PUBLICITY 
C.us_Christmas luncheop. Reading 
and Royal Hotel, Slough 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION evening mecting. 
Speaker: F. H. Bunn. 
Pustictry Cius or _ Leeps 
Christmas luncheon. The Mansion, 
ceeds, 
AtpwycH Civus Christmas 
luncheon. 
Friday, Dec 21. 
MANCHESTER PusLiciry AssOcta- 
TION. Visit to Belle Vue Circus. 
Pusuciry Ctus OF WOLVER- 
HAMPTON Christmas luncheon. 
Reynold’s Cafe. 
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Publications News and Notes 


Home And Beauty 
. . . 
Exhibition 

Admissions to the third annual 
“Home and Beauty Exhibition,” 
organised by the West Lancashire 
Evening Gazette at Blackpool, were 
nearly $0,000. 

There were over 70 stands, mostly 
occupied by local firms, applica- 
tions for space far exceeding the 
accommodation available. Already 
many bookings have been made for 
next year’s exhibition. ; 

Outstanding features of this year’s 
exhibition were a Hall of Fashion, 


fashion parades, and cookery 
demonstrations, each twice daily, 
and a television demonstration 
theatre. Another much admired 


feature was the Garden of Beauty. 

The “Home and Beauty Exhibi- 
tion” has estab‘ished itself as a wel- 
come addition to Blackpool's winter 
attractions and as a valuable aid to 
business in the pre-Christmas period. 

* * « * 

There are some fifty pages of ad- 
vertisements—notably of clothing, 
biscuits, pottery and other commo- 
dities in which Britain excels—in 
the United States edition of The 
Londoner, “Britain's magazine for 
America and Canada,” published 
by Millington Publications Ltd. at 
50 cents. Good quality colour is 
prominent throughout the 88 pages, 
both editorial and advertising, which 
discuss and illustrate many aspects 
of London life. Arthur Hays Sulz- 
berger, publisher of the New York 
Times, contributes a goodwill mes- 
sage, and F. C. Millington writes on 
“How America Strikes Me.” Flower 
sellers at Eros statue appear on the 
colour cover. Size: 114 in. x 84 in. 

oo - - 


fime magazine carries a cover 
Story on the subject of the 30th 
anniversary of Reader's Digest. 
~ * ~ 
The Christmas issue of Life has 
a full-colour cover showing the 
famous Nativity Scene by Tintoretto 
—backed up inside with 20 pages in 
full colour reproducing Tintoretto’s 
complete “Life of Christ.” 


* * 
January issue of Charles Buchan’s 
Football Monthly maintains the 


high standard set by the previous 
four issues of this bright, informa- 
tive sports journal. The coloured 
cover carries photographs of Alf 
Ramsey (Tottenham) and Gilbert 
Merrick (Birmingham City). Con- 
tributions include B.B.C. commen- 
tator Eamonn Andrews (“Sport by 
your fireside’) and C. E. M. Joad 
(“Where soccer fails’). It sells at 
Is. 6d. 
* * 7 


The enlarged 148-page Christmas 
Number of Country Life is the big- 
gest since the war. The cover is a 
full - colour reproduction of 
Ferneley’s portrait of Ben Marshall 
the 19th century sporting painter, 
eight of whose works are reproduced 
in full-colour inside. Seasonable 
topics are well to the fore with 
Chiang Yee's essay on the English 
Christmas, Bernard Darwin on 
Stockings and Scrooges, and articles 
on ghosts and fairies. The advertis- 
ing pages, 89 in number, fully main- 
tain the Country Life tradition and 
include 18 superbly reproduced full- 
colour announcements by leading 
advertisers. 


Christmas cover of “R.A.F. Review” 


. * * 

Nearly 5,000 Manchester . and 
Salford chiidren will be given two 
Christmas treats organised jointly 
the Manchester Evening 
Chronicle, R. E. Dixon, managing 
director, Belle Vue, and the man- 
agers of the Gaumont and Oxford 
cinemas, Manchester. On December 
21, 2,000 children will be entertained 
at the premier matinee of the circus 
at Belle Vue, and the followin; 
morning 2,900 will see a specia 
Christmas cinema show. At each 
function the children will all receive 
Christmas presents. 


* * * 


John Bull, dated December 22, 
will carry an 8} in, x 104 in. colour 
plate by the woman artist “Xenia” 
of the  brilliantly-lit Norwegian 
Christmas tree erected every year in 
Trafalgar Square. It has been 
decided to include this picture in 
the content of the magazine, instead 
of on the cover for that issue, so 
that readers will be able to cut it 
out and frame it. The issue will 
also contain an article telling the 
story behind Norway's annual 
Christmas present to London. 

” * * 


International Cutler, founded last 
June as a quarterly, is to be pub- 
lished every other month. It is 
hoped to change to monthly pub- 
lication shortly, 


* 7. * 

Some sixty national advertisers 
have taken space in the Christmas 
issue of Courier, with drinks, 
smokes, cars, dresses and other 
attractive goods well to the fore. 
Colour is used extensively in the 
advertisements, and also on the 
cover which shows a robin, against 
a snowy background. with a holly 
berry in his beak. 
fine snow scenes adorn the photo- 
graphic section. 


* 


African Opinion, of which 
African and Colonial Press Agency 
Ltd., were recently appointed sole 
advertisement representatives, has 
been turned from a weekly into a 
daily, with a printing of 9,000 
copies. 

” * 


A big range of industries account 
for nearly 60 pages of advertise- 
ments in The mes Review of 
Industry December issue, which has 

104 pages plus covers. 


7 * 
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DELIVERY SERVICE 
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STITCHCRAFT 


CONCENTRATE YOUR 
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ABC sales 272,433 copies a month 
Type area 84’ x 6" £204 a page 
Advertisement Manager 

S H BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford 
Middlesex. EALing 6283 
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ON WOMEN WHO MEAN BUSINESS 
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Two esse ys 

le service 

(i) Rapid reliab ne 

nal of business upon so 
built up customer support. € 

below—Terminus 2691--where you 

attention 


Many concer : 
Simply supply the basic ew - 
idea to finished plate rea 


ick SERVICE 


user of 3 . 
male to Oe and (2) consistent hie 


“ALL-IN” 


~ rehensiW A 
ns find the Sera Company handles the job from 


1 Machines 
quality. Bo h are 
ygraphic Co have 
the address 
d immediate 


ultilith and Rotaprin 


Strand Lith 
The to contact 


¢ invited 
~~ ourteous an 


will receive 


SERVICE ie service invaluabie. 


your machine 


HE STRAND LITHOGRAPHIC CO. LTD 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 


Rathbone 24! 


SILK SCREEN ARTS L® 


9? SHIRLEY ROAD CROYDON 
4001s COmBE 3147-6 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


§*DAY-GLO?’? PRINTERS 


New 
appropriations 


embracing trade advertising aimed 
at plumbers, heating and ventilating 
engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 
Journal. 


“THE PLUMBER 
& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 


Specimen copy and rates 
with pleasure 


Neg 
(NEWS 


-OPSA DATA 


MULTI-LINGUAL 
PRINTING 


English, French, Arabic 
and Greek 


can now be done well. 


promptly and cheaply. by 
Cairo 


our servicing 


offices. If you have sales 
pieces, packing slips or 


other printing require- 


ments in these languages 


ask us to quote, 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY L’° 

0. eet St.London.£.04 Cen. 549467870 


€G 


Priestleys 


OF GLOUCESTER 


| DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 
245 VAUXHALL BRIDGE ROAD 
VICTORIA = 5.W.1_- TEL. VIC 0912-3 


LONDON TEL: TRA 4277, 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUBIies, LIBITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


528 
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Training And Briefing 


The Sales Force 


Bunn said that Hoover's primary 
research was always made by their 
advertising agents, who were 
experts, and whom they found in- 
valuable. (Hoover's agents are 
Erwin Wasey & Co., Ltd.) 

L. T. E. Webb (Sebel Products 
Ltd.) said that the sales depart- 
ment came into the picture before 
production began, It investigated 
such questions as market pros- 
pects, siyling, price, and packag- 
ing. Its data would ailow the 
factory executive to plan for a 
steady flow at the highest market- 
able level of production. 

A peculiar.ty of the toy 
market was that the final 
consumer was not identified 
with the final purchaser. A 
chile’s choice was often 
limited to the power of, veto; 
he might not have the power 
to select. but he usually had 
the absolute power of say.ng 
“No.” 

Referring to the fact that his 
firm had in the past sought the 
views of a psychologist and 
design consultant On the question 
of colour, he said: “In no sing’e 
case have they suggested a scheme 
that received any significant pro- 
portion of votes.” 

His firm did not believe that 
iny amount of education could 
persuade a child to prefer an ar; 
grey 10 a gay crimson when it 
came to toys. 

In the second session. devoteJ 
io the training and briefing of the 
sales force, T. Sumner (Mars Ltd.) 
said that it was hardly necessary 
to emphasise the importance of 
good advertising as a Means ol 
reducing both production 
distribution costs. 


Trade Must Link With 
Advertising 

“We might make advertising 
work still harder for us if we 
paid more attention to helping 
trade to link uo with advertising,” 
he said. Retailers must be helped 
to derive the maximum benefit 
from advertising and marketing 
programmes. Good store-identi 
fication was most important as a 
means of helping advertising to 
cut out waste in distribution and 
enabling sales to hit the target. 

Four essentials in a sales force, 
sad S. Roberts (Hoover Ltd.) 
were: fright selection, correct 
training, right pay and conditions, 
and enthusiasm and will to suc- 
& 


eed, 

Mr. Webb said in the selection 
of personnel he had found that 
advertising always produced the 
highest percentage of productive 
appointments, 

The conference 
over by R. H. Penney (director 
and advertisement director. 
Northel‘ffe Newspacers Group 
Ltd.), chairman of the Associa- 


was presided 


tion. The one-day conference. he 
said, was an jnnovation; it was 
hoped it would be the first of 


many. It was a link between the 
national annual conferences, and 
carried on their themes and pur- 
poses throughout the year. 

At the luncheon, in the presence 
of some three hundred delegates, 
Mr. Penney bestowed the presi- 
dential chain of office on Lord 
Luke (chairman of Bovril Ltd.) 
who succeeded Col. J. R. H. 
Hutchison, M.P.. who resigned 
the presidency on receiving a 
Government appointment. 

Salesmen, said Lord Luke 
were the people responsible for 
keeping the country’s distributive 
channels moving. 


Catalogue Will Tell 
The World 


Running to 63 pages, a catalogue 


of details cras been produced fo: 
Thomas Holt Lid., precision 
machinery manufacturers, of Roch- 
dale, by the Poritlard Advertising 
Service, one of Manchester's 
youngest agencies. Dealing specifi- 
cally with the automatc travelling 


spindle cone winding mach ne made 
by the firm, the catalogue has com- 
mendable neatness and clarity of tts 
lay-out. 

Work on the catalogue was super- 
vised by R. H. Wright, principal of 
the agency. 


Happy Winners 


Chosen from thousands of entries 
in o Happy Famtles feature, four 
of the happiest fam lies in the North 


of Eneland spent a week-end in 
Manchester as guests of the News 
C hroni They began with a visit 
to the paper's office last Friday 
night to see how the paper was 
printed. 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 


HENDON 
BILLPOSTING 
COMPANY 


PaoIMCTON O1Be/? 


37 SPRING STREET W.2. 


RENART 
STUDIO LTD 


EALING 3362 
» 4644 
» 7121 


‘SCREEN 
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T.V. SET FOR 50 YEARS SERVICE 


Robert E. Tomiinson, 
recently completed 50 years 
and Mills and Rockleys Ltd. 


of managing director, G. T. 
clock, presented by Frank en 


foreman of the outdoor advertising department, 
service with Morison’s 
in the Hull group. 
he was presented with a television set by John Mills, 


Advertising Agency 
To mark the occasion 
director, and son 


ills, and, from the Hull staff, a Nell Gwynn 
Hull group director. 


Picture shows Robert 


Tomlinson with his wife being congratulated. 


PRESS NEWS & PROSPECTS~0:.from page 25 


Prices of daily and weekly papers 
in Egypt are being increased by 50 


decision was taken at a 
meeting of proprietors “in view of 
the excessive rise in the price of 
newsprint.” 

The price of Al Ahram, Al Misry, 
Al Assas and Akher Lahza will be 
the equivalent of 3}d.; Akhbar el 
Yom, Rose el Yussef and Al Sabah 
74d.; and Al Ishtirakia Sd. 

For technical reasons other 
Egyptian papers will announce the 
amount of their increases on Satur- 
day. 

_ * * 


As from January the Irish 
Farmers’ Journal is to be published 
weekly. It was previously pub‘ished 
twice a month. Two of the new pro- 


FATHER CHRISTMAS 


HASN'T YET BEEN 
NATIONALISED 


THE HOSPITALS ARE NOW 
THE STAT. CONCERN 


THE CHR! 
CHARITY 1S STILL OURS 


Rea 3 


MAS TLLOUS 


ere BY GONATION To Th TE WARD AT ST 
GARTS +60 1+OR AT The Slee? roe Ciw® BUNCE 


prietors are Michael Dillon and 
P. O'Keefe. Mr. Dillon is a rela- 
tive of James Dillon, the former 
Minister of Agriculture. for Eire. 


* +. + 


Taking the place of The Times 
Weekly Edition, which ceases publi- 
cation on December 27, in The Times 
Weekly Review, to appear in the 
New Year. It is intended “for 
friends and relatives abroad” and 
will contain news of events at 
home, from Parliament to sport; a 
review of Commonwealth — an 
foreign affairs; a selection of Times 
leading articles and letters to the 
editor; women’s pages; reviews of 
books, plays, music, fine arts, and 
the cinema; crosswords, bridge and 
chess problems: and pages of 
photographs. Year's rate for 
delivery by surface mail to any 
address. in the world is £1 12s. 6d. 


* * * 


The directors of Associated 
Newspapers Lid. have declared an 
interim dividend’ on the deferred 
shares of 74 per cent, less tax, 
payable on January 15, 1952, on 
account of the year ending March 
31, 1952 


* * * 


Latest issue of Everybody's is the 
first to carry advertisements in full 
colour. These comprise pages for 
Biro, Martini, Seagers Egg Flip and 
Walls Ice Cream. Quality of colour 
reproduction is of a high standard. 


* * * 
Swansea newspaper 
tives have arranged for their sixth 
annual dinner and dance to be held 
at the Mackworth Hotel, —— 
on Thursday, February 7. 
Stevens (C.M. Daily Herald) wail = 
chief guest. 
* * * 


The TV Comic has bee 
creased to 12 pages weekly. 


5 


representa- - 


6! 


CLASSIFIED 


ADVERTISER'S WEEKLY 


ADVERTISEMENTS 


(Continued from page iii of cover) 


IF YOU ARE needing an enthusiastic 
and willing jad for your comimerc.a! art 
studio, please rng FOOt«ray 1602 

SHURIHMAND-LYPISTS. Private Secre- 
taries 
need of staff, ’ 

xcel House, Whitcombe Sweet. 
(WHitehall $924). We specialise 
efi. ient fersennel 

YOUNG WOMAN, 29. experienced 
xecu ive .n fash.on con_u tancy 

and wt work 
secks posit) = Offering 

better ox atlet for her capab | tes 
Box 9433 Ad. Weekly 180 F oct St EC4 

YOUNG LADY. 22, requires inceres.ing 
position Scaool Cert., Shorthand 


typing 
Box 9502 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS LAYOUT and 
PRODUCTION MAN 
Now employed as Assistant Advertis- 
ing Manager to we'l-known adver- 
tisers, desircs change. Keen, ene get.c 
and not afraid o! re ponsibi.i.y. Write 


Box 9444 
Advertiser's Weekly, 180 Fleet St., E.C.4 


B. _G. OL — wr Inspector 
enson Ltd 
ae year af.er years 
as their representative in South Wales 
a 


Poster 
H 


and the West of 
similar post in the Ne 
47 Cranbrook Road, Bristol. 6. 


Have you interests in 
SOUTH AFRICA 


Yes! then I am the man you need 
on your staff. 15 years’ experi- 
ence in London representing 
African media, the last two years 
in the Union acquirng a first 
hand knowledge of South African 
marketing and Radio 
Poster and advertising 
med.ums Arriving in London 
early in Mar.b. Can now be 
interviewed by your Principals in 
Cape Town. 

Write, H 680, Box 1142 

Town, South Africa 


Cape 


Cony wares of outstanding 
wide p'anning experience on 
— accounts, free now Good 
administrator Respons bilicy soug 1 
Box A.R. 401, SS Bryanston Street 
London. W.1 
ADVERTISEMENT MANAGER. 
class Trade Journal experience 
change. _ London based preferred 
Box 9397 Ad. Weekly 180 Fleet St EC4 


REE LANCE SERVICES 


POSTER ADVERTISING 


In Shropshire. Gloucestershire 

fordsh're and orces'ershire 
posters regularly and effici 

in pected by the only 

Inspector cover'ng 

counties hoarding. bus 

W. Cockbill, 59 Clark Street 

16. Phone EDGbasion 1854 


ability 


High 
seeks 


Here- 


Bham 


COMMISSIONS WAITING for 
free lance figure artists. W 
Artists Agent. Museum 7181. 

LAYOUTS, FINISHED oe 
AND TYPUGRAPHY by REE 
LANCE of unusual all-round ebaie 
Would consider working arrany — 
with studio or medium-sized agen 
Box 9434 Ad. Weekly 180 Ficet St “ke 4 


BUSINESS OPPORTUNITIES 


A YOUNG, progres;ive advertising 
agency al present parily recognised. w.!! 
shorily be expanding its scope and re 
Quires investment from energe ic ad\cr- 
tsing man qualified to take active 


rood 
Partridac 


The Managing 
Director 


Box 9504 Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 
Book Jackets, Advertising Folders, 
etc.. by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Colour Primers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Fleet St., E.C.4 
Phone: CENtral 1740 


ADVERTISER 
conirouing 
COMPA s¥Y 
fidence to 
Box 9458 Ad. Weekly 180 Fleet St EC4 

PRUGRESSIVE OISPLAY and Adver- 
using Company requires capital to 
finance furtoaer eve.opment 74 per 
cemt offered. Write Box 9094, Frost- 
ne Advig., 64 Finsbury Pavement, 

C4 


Ex. ERIENCED CARTOONIST/ILLUS- 
TRATOR (London). require; agent 
Box 9436 Ad. Weekly 180 Fleet St EC4 


SALES AND WANTS 


£10 PAID for 


wants to 
imterest in 
Ful 


PURCHASE 
DISPLAY 
particular, in con- 


best Sacs Creative Copy, 
famous Printing Machi ~~ Genuine 
chance for Brains, Data given 
Box 9435S Ad. Weekly 180 E ee: St EC4 
WAsseu Aaaressograph embossing 
machine for Class C p‘ates suitable for 
Model 2200. Detai's to 
Box 9437 Ad. Weckly 180 Ficet St EC4 


POR SALE 
ADDRESSOGRAPH Machine. One 
C ass 700 clec_rically operated. com- 
ple with Automatic Pate Selector; 
Listi ing Attachment; Consecu ive, Dup- 
licate and Repeat Device; Safety 
Attachment, Au omatic Skipper; Rear 
and Side Gauges; Overhauled anj 
Rebuilt by makers 194 Apply. 
Schofields (Leeds) es The Head- 

ro Leeds, 


FOR SALE Manedy Showcard Printing 
New condiiion 

Associated Weavers 

arp Division. Law Street 

. Dudley Hill, Bradford 


APPOINTMENTS FILLE 


BOX 9332. This position has now been 
— and t ety Pg hes to thank 
he larg aumibes of applicants 


PRIN 


PRINTERS with Works in London and 
production of 
Organs, Staff Journals, etc. 
work a speciality at compctitive 
Prices Assistance with Editorial and 
collection of Advertising Revenue could 
© given on suitable terms. Write, 
The Castile Press, Newnham Street, 
Bedford 


TENDERS 


BOROUGH OF 
WESTON-SUPER-MARE 
Tenders (to be received by the 10th 
January, 1952), are invited from 
prinvers for the printine of 40,000 
Officia! Guides for 1953. Spec fication 
ang further details can be obtained 
from the undersigned 
EDWARD TURNER 
Publicity and Public Relations Officer 
TOWN HALL 
WESTON-SUPER-MARE 


SPECIAL ANNOUNCEMENTS 


See November 29 issue of Adver- 
tiser's Weekly, pages 466, 467 and 
469 for the Advertising Ser- 
vices & Supplies Section. 
December 27 will be the next 
issue containing these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 
MANAGER 
Required 


West End medium- 
sized agency requires 
man to take charge of 
department, 2 assist- 
ants. Must have good 
knowledge process 
work, type, and be able 
to organise all produc- 
tion, copy despatch and 
print buying. State 
salary required. 


Box 9423 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRIVATE SECRETARY 
Director in West End. 
with variety interest connecied with 
Exhibitions and Films. Good speeds 
shorthand/typing and some know.edge 
book-keeping necessary. Sole charge of 
office and to act as right hand to the 
Managing Director. Write full details, 
ase, experience and how soon availab:c, 


to Managing 
Interesting job 


Box 9421 Ad. Weekly 180 Fleet St ee | 


FEMALE ASSISTANT for Produc 
Department of well-known Advartiolag 
aw 


neces a Pho 
Manager. CENtal 4030. 


COPYWRITER IMPROVER required by 
Advertising Department of medium-size 


West of Engiand Faciory. Apply stat- | 


p= salary required and giving particu- 
of experience to 
= 9379 Ad. Weekly 180 Fleet St EC4 


| 
| 
| 


CLASSIFIED ADVERTISEMENTS 


OINT MENTS VACANT, 3s, 64. . oo 8 line, 405. per tach. 
RATES APP i on i on =e 


advertisements under seven 


insertions PREPAID. 
Weekly.” 190 Fleet Street, Leadon, E.C.4. CHiAncery 8844. 


panci 


APPOINTMENTS VACANT 


ASEBTANT PRUDUCTION  SUPER- 
VISOR required for London West End 
Puolic Relations Department of a peep 
of oil and chemi al companics. 
cant must have wide experience ye all 
ge and production matters and must 


PUBLISHERS of nation-wide official pub- 


lication offer highly remunerative posi- 
tions to top space iesmen. 
{-ommission, pilus first clags railway 


Box 9420 Ad. Weekly 180 Fleet St BC4 


capable ———_ running busy p 
department. for the right man, 
up to £600 p.a., vey 74 per cent cost 
r living bonus, lunch vouchers q.. 
generous non-conwibutory staff 
ance scheme. Apply, Egy A va paru- 
oy F = experience, 

Box » Ad. Weekly “180 Feet Se EC4 


Studio Handling Shoe Account 
Have Work for 


GOOD EXPERIENCED 
SHOE SPECIALIST 
o 
STILL LIFE & SCRAPER 
ARTIST 
Also required 


Box 9441 - 
Advertiser's Weekly, 180 Fleet S¢., E.C.4 


ADVERTISEMENT REPRESENT A- 
TIVES required in West Country, Mid- 
lands and South Wales for well-known 
local publication Applicants 
live or be prepared to live in one = 


these areas These two ~ wot 
offer substantial incomes ex -% 
enees 


men with first class oles wg “4 
rite. stating experience, age, etc, 
Bow 9412 Ad. Weekly 180 Fleet St pcs 


to date to 


Well-known manufacturers of nationally 

advertised and promoted food products, 

selling to consumers through the Grocery 
Trade, require a 


MARKETING 
ASSISTANT 


to the 


SALES MANAGER 


with a view to eventual promotion to 
Marketing Manager. 


Successful applicant will have experience of 
practical selling, advertising administration and 
marketing, including initiation and interpreta- 
tion of Market Research, Sales Promotion 
planning and progressing, sales forecasting and 
Advertising Budget control. 

be dependent on experience. 
dence, fullest details of education and career 


Box 9426 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


Initial salary will 
Send, in confi- 


*Phone your Classifieds 


LAYOUT 
ARTIST 


Rooster Publicity Ltd., offers 
a sound progressive position 
with salary according to 
ability for good layout artist. 
Must have at least five years’ 
experience and have a flair 
for industria] publicity. 
Vacancy also for retoucher, 
preferably with experience 
of high class machine tool 
retouching. Salary according 
to qualifications. 
Write in confidence, giving 
age, experience and salary. 
Also include specimens of lay- 
Outs to 


4 

Or press advertising. From time to 

time be will typography for 
ust 

technicalities of ¢ = shoul 


ype 
Write giving a 
particulars to : Art Director, RCN 

84 Suand, W.C.2. 

IENCED COPY/IDEAS MAN 
WANTED BY OSBORNEPEACOCK 
©O LTD., MANCHESTER. Must be 
able to create and direct origina! adver- 
using . Unlimited scope for the 
right man, Write. in the ‘first 1 instance, 
to Director 
Peacock C 


con 
. Write stating a: 
saperiones fed af required to: 
ersonnel Manager, Sperry Gyroscope 
Company Limited, f. Geemt West Road, 
_ Brentford, Middi 


MATHEMATICAL | i te 
wired by rapidly expanding firm 
ied on market research. 


DecemMBer 13, 1951 


APPOINTMENTS VACANT 


ART 
EDITOR 


with daily newspaper 
experience wanted for 
Dublin Newspaper 
Office. Give fullest de- 
tails of qualifications and 
experience, age and 
salary expected to 
Secretary 


IRISH PRESS LTD., DUBLIN 


and experience, in 

strict confidence. 

_ Box 9407 Ad. Weekly 180 Fleet St EC4 

A SENIOR REPRESENTATIVE conver- 
sant with high quality photo litho work, 
experienced in’ the field of Posters, 
Showcards. other colour printing, 


an advantage. Remuneration commen- 
surate _ 7. 
Box 9417 eekly 180 Fleet St BC4 


THE RAYON INDUSTRY 
DESIGN CENTRE 


invites applications for the 
following vacancies 


. Secretary. Some knowledge of the 
Textile industry and administrative 
experience in a comparable organisa- 
tion desirable. Salary £750 or 
according to qualifications. 

2. Information Officer. Must have wide 

ke led ary design 

in all fields, and preferably some 
experience of building specialised 
library and information services. 

Salary £750 or according to qualifica- 

tions. 

Exhibition Officer. Must have 

experience of contemporary design 

and exhibition costing. Salary £850 
or according to qualifications. 

Assistant Exhibition Officer. As for 

3: but will be required to travel 

extensively throughout the U.K. 

Salary £600 or according to qualifica- 

tions. 


> 


5. Personal Assistant to Director. 
Salary according to qualifications. 


Dost 
unities for advancement. Write 
of age, education, quali- 


Srpecionces Finders wired for 
q@ SHEFFIELD; (2) MA ESTER; 
=. BIRMIN NGHAM; must pores = 


in writing should be 
made | in the first instance to the Estab- 
lishment Officer, The Rayon Industry 
Design Centre, | Upper Grosvenor 
Street, London, W.!, and should be 
received not later than 28th January 
1952. 


a, to men able to Fy 1 
results. Positions will be permanent 
tad Drowreive 1a the right men. Com: Com. 


mence 
locally. Write in first ie. 


arrai 
Stance, giving particulars, in strict 


Box 9346 Ad. Weekly 180 Fieet St EC4 


space sales alum: many ct A 


AN IMPORTANT FOOD COMPANY 
has two vacancies to fill, ~ b- eng 


each post. The first is for an EDITOR 
for their —. = magazine, and 
the second is PRESS MAN in 
their Public Relations Department. Only 
highly skilled people should apply, aes 
im each case should have heid a 
Darabie position for at least two years, 


but need not have sold space. 
9406 Ad. Weekly 180 Fleet St BC4 


to CHA 88, 


(Ex 2 


should 

Apemont Anne ap full details at 
etc.. which will zones the 
strictest confidence rect 
Box 9439 Ad. Weekly” 180 Fier St EC4 


ghee | ee: ee oe pee SS cant ae a 
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RETOUCHER. Vacancy cxists in a 
; London Commercial Studio for a first 
class retouching artist. Ideal working 
Po experience a sala red red. to ee 
: experience and salary required to : 
F Box 9394 Ad. Weekly 180 Fleet St EC4 
ASSISTANT EDITOR required for series 
of books on business management. cd 
; | po 
. a — ' ROOSTER PUBLICITY LTD. i 
: ROOM 431, TAVISTOCK HOUSE SOUTH He 
ae | TAVISTOCK SQUARE, W.C.1 i. 
bs JUNIOR TYPOGRAPHER WANTED. 
ee | We are looking for a young man to : 
ta Pe work in our typographical section. He 
Meg - 
“4 2 f 
- , chester, 1. Needless to say, your appli- k 
: cation will be regarded as suricily con- 
fidential. " 
By : TECHNICAL WRITER cequired.Ex- 4 
et perenced and able to work on own ey 
ee : tiative with a minimum of guidance. ; 
% | Preferably with knowledge of pre- t 
2 cision mechanism design and operation, me 
‘ - 
ay Po ey Re F 
te 3 Second Hons. Degree in mathematical 
Resell ? Statistics and practical experience in the 
¢ a tabulation and analysis of figures, to- % 
iy gether with a grounding in market re- 2 
a Search, 
rr Opport ; 
giving 
ons ai Previous ecxpericnce to 
Bedford Attwood: Attwood Statistics 
Limited, Chantrey House, Eccleston 
Street, S.W.i. oa 
a | 
son 
| Po 7 : 
LC 
companics. M 1 a little ex- 
. a in < Press of a 
ys Wate cowl cote “ge 4 . a 
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DECEMBER 13, 1951 


APPOINTMENTS VACANT 


SPECIAL REPRESENTATIVE required 
by well-known group of business jour- 
nals for North of England. Must be 
residemt in Lancashire or Yorkshire and 
have had somt sound space selling ex- 
perience. Particulars of age and experi- 
ence, in strict confidence, to 
Box 9407 Ad. Weekly 180 Fieet St BC4 

ADVERTISING DEPARTMENT of well- 
known Electrical Enginecring Company 
in Central London requires an assistant 
(25-35) Duties inc'ude collecting and 
editing data from Engineering and 
Commercial Departments for catalogues 


and technical publications. Some know!l- 
edge of e'ectrical lamps and lighting 
equipment is desirable Write giving 
details of experience an 


salary 
Box 9448 Ad. Weekly 180 Fleet st EC 4 


COPY WRITER- 
VISUALISER 


For key post 
established, medium-sized 
Salary 


in well- 


London Agency. 
according to ability. 
Phone Managing Director 
HOLBORN 3064, or write 


Box 9424 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LAYOUT ARTISi. First class layout 
arust required by well established Lon- 
don Agency Should be capable of 
carrying Out own Visuals 4 
ducing good class pencil roughs 
im the first imstance, stating age, 
ence and salary required 
Box 9396 Ad. Weekly 180 Ficet St EC4 


experi- 


MAN OF ABILITY 


required by leading industrial organi- 
sation. He should be aged around 
> 


2), have sound journalistic experience 


(both with newspapers and maga- 
zines), be a good organiser, with an 
abilty to “size up” a frequently 


changing situation. 


Above all he should possess definite 

ideals and believe in his work. This 

is no job for either a drifter or an 

opportunist. Salary, of course, will 

be im accordance with qualifications. 
Apply: 


Box 9440 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FIRST CLASS LAYOUT ARTIST 
required for press advertisements 
in catalogue design an advan- 

Permanency. Apply by letter 
Only in first instance, stating cxperi- 
ence, age and wage required. W. Hop- 
wood & Co., Lid., 67a Mosley Street, 
Manchester, 2. 

COPY CONTACT MAN, 
posiuon for experienced 


Inccresting 
Agency man 


with ability to interpret clients’ require- 
ments. xpericnce in copy writing, 
creauve direction and general super- 
vision of consumer, pharmaceutical and 
textile accounts desirable. Write, stat- 
ing full details of age, experience, 
a etc., to F. John Roe Limited, 


St. Ann's Square, Manchester, 2. 
BLAckfriars 9786 

STATIONERY SHOP MANAGER re- 
quired for Nairobi, Kenya Colony 
Starting remuneration, £1,000 per 
annum. Apply, with details of training 
and cxperience and w 
ferences to Davis & 
and 54 St. Mary Axe, 


London, E.C.3. 

PUBLICITY MAN required for large 
company in London engaged in clec- 
tromecs field with international) connec- 
tions. General publicity experience re- 
quired, knowledge of printing processes 
ability to do rough layouts for all 
media and able to take responsibility 
This position offers scope for a good 
all round young advertising man who 
is prepared and able to turn his hand 
to the wide variety of jobs in a newly 
started publicity section Please send 
full details of experience, age and 
salary required to REF: 
Box 9429 Ad. Weekly 180 Fleet St EC4 

LAYOUT ARTIST with some creative 
ability required by old established Lon- 
don Agency. Write Cag A age, experi- 
ence and salary requir 


il 


Required by 
NATIONAL ADVERTISER 
(Headquarters, London, E) 

a SENIOR ASSISTANT 
preferably with some Agency exper- 
ience. The successful candidate will be 
one who can demonstrate an ability to 
write a sound letter AND good**Copy"’ 
Capacity for hard work in administra- 
tion in addition to the creative sphere 
r annum Applicants 
age-group 28-38 years. 
if you count absolutely regular hours of 
duty as supremely important, do not 
apply. We have a Pension Scheme and 
a Canteen on premises. Applications 
should give details of education and 
FULL information on positions held to 
date, stating employers and length of 
service with each. All replies will be 
treated in full confidence. 


Box 9425 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TECHNICAL ARTIST required by 
Engineering Establishment Wes 
London area for Publications 
Department Young men with experi- 


ence of this class of work should apply 

stating salary required and previous ex 

perience to 

Box 9418 Ad. Weckly 180 Fiect St BC4 
FIRST CLASS LAYOUT ARTIST. 

is Opportunity 

tion 


This 
without restric- 
are less important 
resulting from a 


almost 
Age and salary 
than brilliance 


ence 
Weekly 180 Fleet St BC4 
STEREOTYPER required for East African 
hewspaper and general printing works 
Starting pay and allowances, £900 per 
annum Accommodation available for 
ly man Apply, with details of 
(ining and experience, and with copies 
Of references to vis & Soper Lid., 
S2_ and S54 St. Mary Axe, London, 
E.C,3. 
ESTABLISHED professional journal in 
architectural and building field, requires 


additional space representatives in 
several provincial areas 300d com- 
mission basis. Interested firms and 
free-lances write. 


Box 9419 Ad. Weekly 180 Fleet St BC4 


ROTARY 


JUNIOR PRODUCTION MAN 


COMMERCIAL ARTIST. 


CLASSIFIED ADVERTISEMENTS 


ADVERTISING 


REPRESENTATIVE 


with personality and ability to sll 
space im golf and humt handbooks 
Apply by letter with references to 


Box 9338 Ad. Weekly 180 Ficet Sit EC4 


MACHINE MINDER te- 
quired for East African news 
Starting pay and allowances, £900 per 
annum, Accommodauon available for 
family man Apply. with details of 
training and experience, and with copies 
of references to Davis & Soper Lid., 52 
_and 54 St. Mary Axe, London, E.C 3. 
(22-25) 
required in small modern Agency. Some 
knowledge of block ordering and mark- 
ing up layouts for type setting. cic 
essential Ideal opportunity for keen 
young man to gain a.! round experience 
Salary commensuraic with abi.ity. Write 
Box 9450 Ad. Weekly 180 Fleet S: EC4 
A good. all 
artist required by a 
Position carries high 


round commercial 
London Studio 


salary to first class man rite, fully 
stating age, experience and salary re- 
quired to 


Box 9395 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
SECRETARY 


Shorthand typist required by 
Advertising Manager of 
modern industria! organisa- 
tion in Birmingham. Replies, 
giving full detaits experience 
and salary required to 


Box 9442 
Advertiser's Weekly, 180 Fleet St., E.C.4 


REALISTIC FIGURE 
by 


ARTIST required 


well known firm to design Display 


Advertising colour work (showcards 
posters. ctc.) Applicant must have 
thorough art school and some com 
mercial = training A under a 
Splendid opportunity for right ma 


Box 9427 Ad. Weekly 180 Ficet St ECS 


qualify as No. 2 
ment. 


work in this field. 


salary required to 


ed 
Box 9449 Ad. Weekly 180 ‘Fleet St EC4 


RESEARCH 
vacancy at 
PRITCHARD WOOD 


We are looking for a man (or woman) who would 
in our Market Research Depart- 
This is a responsible post and practical 
experience in field survey 
well as a degree in Statistics or in Economics, with 
Statistics as a special subject. 

Incidentally we are always interested to see those 
who, although without practical experience, have 
the same academic training and who would like to 


In either case, write fully and in confidence, stating 


J. K. LAMBERT, 
F.C. PRITCHARD, WOOD & PARTNERS LTD 
25 SAVILE ROW, W.! 


work is desirable, as 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACA 


ADVERTISING MAN 
with knowledge of all 
sages of catalogue production 
required by large London retail 
house. Send full details of age and 
Previous experience to 

Box 9359 
Advertiser's Weekly, 180 Fleet Sc., E.C. 4 


ca Meive 


EXPERIENCED YOUNG MAN requ tod 
as assistant in VOLCHER CHECKING 
DEPARTMENT ’ 
the Provincial Press essential 
becomes vacant December 3ist 
viving full particulars of experience and 
salary required to 
Box 9422 Ad. Weekly 180 Fleet St EC4 
ee bas ay ARTIST required. Apply. 
J Stege als, 6 Tudor Street, E.C.4 
p.m 


APPOINTMENTS WANTED 


SPACE SALES 
EXECUTIVE 


desires a change. Present 
earnings over £1,000 a year, 
plus expenses, on National 


Magazine and in close friendly 
touch with 
advertisers, 


leading National 
Hard worker with 
an exceptionally high annual 
turnover. Position wanted is 
one of managerial as well 

Excel 
references and proof of 


selling responsibility. 
lent 
ictual 


nett turnover 


Box 9393 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AGENCY - TRAINED PRODUCTION 
MAN secks progressive position with 
teputable firm 


Box 9430 Ad. Weekly 180 Ficet St BC4 


CALLING MANUFACTURERS 
Display man seeks position All 
round expericace 
Displays Silk-screening Showcards 
Windows Vehicle-wri.ing Iibustra 
ions. etc Capable ontrol, manag 
ing; own imitative chk Willing 

trave 


Box 9446 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LETTERING ARTIST. Keen young 
woman, age 22, with 2 years’ studio 
experience, and 2 years with prevent 
Agency, secks position with more scope 
and better as Central of 


Southern Lor 
Box 9432 Ad eWeekly 180 Fleet St BC4 


TECHNICAL PUBLICITY MANAGER 
(MAAMA) 
seeks position requiring initiative 
and organising ability 


Contributor to “Advertiser's Weekly"’ 


Box 9443 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


YOUNG LAYOUT ARTIST secks scope 
for work on interes.ing accounts er- 

finished work if — d 5 

years ecxpericnce agencies 

Box 9431 Ad. Weckly 180 Fleet St BC4 


Effciens ALL ROUND ARTIST in 
Publicity Depariment of large 
National Advertiser desires change 
Capable of handling job from start 
to finish Write 
Box 9445 


Advertiser's Weekly, 180 Fleet St., E.C.4 


"Phone your Classifieds to CHA 8844 (Ex 23) 


(Conti don page 561) 
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Advertiser's 


S. a copy 
52/6 a year 
Post free 


S5/- (overseas) 


STOP PRESS 


SUDDEN DEATH 
OF F. G. COCK 


F. G. Cock, director and secre- 
tary, Masius & Fergusson Ltd., died 
suddenly yesterday (Wednesday). 


NEW DOLLAR DRIVE 


Renewed dollar export drive will 
be aided by greatly strengthened 


Exports Board 
wound up last June it was succeeded 
, Dollar Lm gy a Advisory Coun- 

Situation has worsened and 
mew Council—which has Govern- 


ment support—plans to assist and 
encourage individual firms and 
industries in their dollar sales 
pro! 


PRINTERS WATCH 
AD. MATTER 


London Society of Compositors 
plans organising drive in miniature 
mm | establishments “where class 

is that normally carried out 

by compositors.” Members have 
been asked to notify Society of 
miniature printing firms and to keep 
watch on circulars and advertising 
matter as “there is reason for 
much of this work will, in 

future, done by new processes.” 


eeeeesreee 


te 


F | in a lets are 18—20 ft. long, and run for 12—13 


seconds. They are inexpensive to make whether in colour or 
monochrome and exhibition costs only 10/- per cinema per week for 
National Advertisers on the Younger circuit. Colour production costs 
approximately £160 and cost per print 14/-, But that is not all. 
Youngers will supply or accept all the copies required to enable you 
to plan blanket coverage of the country or selected distribution 

as required, 

This means one production cost for any schedule, however comprehensive. 


THE YOUNGER NETWORK COVERS MORE THAN | 


Budget WPGU GIS su 3 sting tories 


can be adequately told in 13 seconds. Younger Budget Films are 
made in lengths of 30 ft. (20 secs.) 40 ft. (27 secs.) and 50 ft. (33 secs.). 
Full colour production need cost no more than £8 a foot. 
Exhibition costs are 15/- per cinema per week for a 30 ft. film and 
pro rata up to 50 ft. You have the choice of more than 1,100 
cinemas in a network that covers the country. 

YOU OWE IT TO YOUR PRODUCTS TO GET ALL THE FACTS FROM: 


At Press Golfing Society annual 
meeti 


eseeevpeeteevpepervevpeeepnranea 


EEE, 


Snoad, managing director, Amal- 
gamated Press, elected to a vice- 


even eeseecesi: 


At luncheon yesterday (Wednes- 
day) H. A. Hawkes, national presi- 
dent, Master Sign Makers’ Associa- 
tion presented Sayer Memorial 
Award medals to George ” T. Mills 
and G. S. C 
of outstanding ow BA to outdoor 
advertising. Report next week. 


January issue, Harrogate Toy 
Fair number, of “Games and Toys, 


Daniel F. Warnock — Director of National Sales nis tidak es Shecnnianin 
nal of Society of Clerks of Urban 


YOUNGER PUBLICITY SERVIGE LIMITED | =r 's 


28 ALBEMARLE STREET « LONDON W1 - REGent 6593 tic relations department of 4. Walter 
| 


Thompson Co., from L.P.E. 


Published by the a BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: ed 8844.) 
December 13, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishmen 
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4 . for 1952: President, Sir 
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